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Read:—‘“Turning the Paint ‘Stock Eight Times a- Year” 
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It’s time to hagksxorasoxclemton 
Disston Hedge@iShectes 


Lf 
f |—the one make that your cus- 
' tomers know and want; 


—forged from Disston Steel, hard- 
ened and tempered to hold a finer 
cutting edge; 

—every blade hollow ground; 


—Disston patent bolt and lock-nut 
gives instant adjustment to any 
tension desired, without springs; 


—blades 614,8, 9 or 10 inches long— 
a size to suit any customer; 






—at your jobber’s. 


Henry Disston & Sons, Inc. 


Makers of 
‘The Saw Most Carpenters Use ”’ 


Philadelphia, U. S. A. 





















This is Disston 
No. 30 


Tang extends through handle 
and is riveted at ends. 8, 9 or 
10 inch blades, black-finish with 
natural-finish handles or full pol- 
ished with black handles. Blades 
have notches for cutting heavy 
branches. Full-polished shears 
have black handles. 


No. 20. Same as No. 30, with- 
out notches in blade. 


No. 101-A. Same as No. 3, 
but with half tang. 


No. 100-A. Same as 101-A, but 
without notches, 
Ladies’ Pattern. Has 6% full 


polished or black blades both 
with natural-finish handles only. 
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Circulation of this issue, 19,000 copies 
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The Circle Is Growing H 
i 


Will Your Sales Grow With It? 


The pebble that hits the smooth, quiet surface of the pool—the advertisement 
that strikes into the consciousness of the reader—both start circles that ripple 
wider and wider. . 
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The 1847 Rogers Bros. advertising of last year convinced many home-makers 


I\ that they needed more silverware. The circle grows! The new advertising is 
I \ planned to extend the sales ripples wider and wider: It is teaching all the i 
\ homes in your vicinity that they need more silverware—and more—for com- Ii 


fortable every-day living. 


a 
. 
ee 


Will your sales grow with it? A question largely up to you. Tie up to this 
great new “Growing Circle” advertising. Stock 1847 Rogers Bros. 


For advertising and display helps, write to Sales Promotion Department, 
International Silver Co., Meriden, Conn. 


} 1847 ROGERS BROS. f 


SILVERPLATE 
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A Hammer 
Criterion! 


V&B Vanadium Hammers have 
long been the criterion of com- 
parison! 


Made from special V & B formula 
vanadium steel, (4) handled with 
the finest hand-shaved second 
growth white hickory, and (5) 
inspected and approved by the 
Underwriters’ Laboratories, they 
are uniquely superior. The (2) 
patented Vaughan’s Expansion 
Wedge firmly Jocks the handle 
tight—and is absolutely positive 
insurance of a tight head at all 
times. The octagon neck, (1) and 
round-faced pattern is neat and 
practical, and the special non-slip 
claw firmly grips either a brad or 
a spike. The wax hole (6) is a 
feature especially appreciated by 
those who work with hard wood. 


The special-shaped handle and 
head of the tool gives a hammer 
of minimum vibration and nice 
balance-—has created a steadily 
growing demand. Stock them— 
it pays! 


VANADIUM 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


(Hakers Of Fire ‘Toots 
2114 Carroll Ave. ~ ~ Chicago, Ill. U.S.A. 
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With 
KESTER SOLDER 


says the keen 
Hardware clerk: 


“ None Can Escape Me . 


E rwrcsheemamage every person coming 

into the store, means a sale for me! Believe 
me, there are few items besides Kester you can 
say that about. Now—for instance: 











: KESTER Self-fluxing SOLDER | 

neantaienctauaell Take Kester Metal Mender—with that 
| a S alone, I sell the housewife, radio fan, motorist, 
| cil Sy farmer, schoolboy, and those who tinker; in 
7 c fact, it’s a package for the general public. My 
whole sales talk is: It ‘requires only heat.’ They 
; buy it and, of course, have great success, for 
it’s so simple to use.. And then—the repeats 
sure keep me busy. 


On the other hand, take Kester Acid- ; 
Core Solder—that’s the stuff that sells to me- ; 
chanics, repairmen and other large professional 
users. And you’d be surprised how many ama- 
teur solderers buy this on spools! The one- 














oa 





























| WI a pound spool starts the wedge and, before long, 

a you’re selling ’em fives and tens. These sizes 
Manufactured by the 

| CHICAGO SOLDER COMPANY reduce the cost per pound, and I make larger 

4205 Wrightwood Ave., CHICAGO ; 
Direct Factory Representatives sales, sO everybody S happy. 
DAVIES-ELY CO. LOUIS J. —" : ; f ; 

| ate 3 ain Yes, sir, it’s a great line for satisfactory 

Saag na —" sales and real turnover. Excuse me a minute; 







FAUCETTE-HUSTON CO. 
Chattanooga, Tenn. 
Ss 






a customer is waiting—I’ll see you later.” 
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C. G. SOEDLER SAYS: 


“HERE'S WHY I RECOMMEND 
ATKINS 227 SAWS 


TO MY FELLOW HARDWARE DEALERS” 


E. C. Atkins & Co. Peru, Ill. 
Indianapolis, Ind. 
Gentlemen: 


“Here’s Why I Recommend Atkins Silver Steel Saws to My Fellow Hardware Dealers.” 

Realize, Mr. Dealer, that the name of Silver Steel Saws is known all over the world and made by 
one of the oldest Saw Companies in existence. There is a big demand for a saw of this particular 
quality among high class mechanics as well as apprentices, and to fill a place in your line that can 
not be covered by any other brand of saws. 

As a merchant and a clerk you should be familiar with this splendid line so that you can sell the 
most saws most easily to the most people that use them. : 

Silver Steel is the finest material that has ever been used in saw blades. It is as fine a quality as 
the steel used in high grade razors. Every saw is made under the Atkins formula and is analyzed 
as soon as received from mill. 

The heat treatment is based upon long years of practical experience which insures an even temper 
free from hard or soft spots in the blade. 

The Atkins Company maintains an extensive advertising department which devotes its time to co- | 
operating with the local dealer in helping him to sell Silver Steel Saws. They supply free of charge | 
constantly new and attractive window trims, signs, posters, banners, window signs and cards, book- 
lets, folders, and newspaper cuts for local advertising. They will send out letters to lists of names 
sent by the local dealer. This form of advertising is their PERSONAL LETTER SERVICE, and 
any dealer may obtain it. 


The guarantee of Atkins Silver Steel Saws is covered very strongly. You can tell your customer | 
that the saws will run easier, cut faster, and hold the cutting edge longer than any other saws. If 
they fail to give perfect satisfaction or are defective in any way, they may be exchanged for a new saw. | 

If you push the Atkins line they pay the best profit of any saw of other brands. 

The Atkins Company were the first makers of saws and hardware to take.a stand with the dealer and 
not through the catalogue houses, 

a high class mechanic has his full confidence in this particular saw, and is an ever ready pur- 
chaser. 





Yours very truly, 
CHARLES G. SOEDLER 


SEND US A LETTER Z Pres. Soedler Hdwe. Co. 


Any dealer handling Atkins Saws who knows of the many meritorious features can easily win $10.00 by sending in a letter 
for this contest. We know there are thousands of dealers who would gladly recommend our saws to a fellow hardware dealer 
a and we are anxious to get this recommendation, as it will be to the other dealer’s benefit to handle Atkins Saws for a number 
of reasons: to fill the demand already created for Atkins Saws, to make a good margin of profit, to keep his saws turning over, : 
and for all the other reasons embodied in the above letter by Mr. C. G. Soedler. Each week we will give $10.00 to the 
person sending in the letter which we accept for publication. To all others who do not win prizes we will give a worthwhile 
souvenir. 


- STE ee - 


A FEW POINTERS ON ATKINS 
No. 5 Perfection Cross Cut Saws 





This is one of the most popular Cross Cut Saws on the market today. It has been designed for cutting yellow pine, hard- 
woods and resinous, knotty timber. Unsurpassed for speed and light running. Blade of Silver Steel, segment ground, filed and 
set ready for use. 


SEGMENT GRINDING | 
Segment grinding finishes the blade to an absolutely even gauge along the toothed edge and from the toothed edge is ground 
th 


on the segment of a circle to the center of the back. In other 
words, the standard blade is ground 14 gauge along the tooth 








edge, 17 gauge on the back of the ends and 18 to 20 gauge on Address all communications to 

center of back and from the thickest to the thinnest point on ? 

the back. Atkins Saws being thigker at the end are stiff and Contest Editor, 

do not buckle, and as they are thinnest at the center of the back, Care of E. C. Atkins & C ompany 
, 


they have ample clearance, enabling them to be operated easily 
and with very little set. One of “The Finest On Earth.” 


‘ATKINS ALWAYS AWELAW Ae 111) nS 


Indianapolis, Indiana 
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Specifications 


Action—Fast Ratchet, Slow 
Ratchet, Fast, and Slow. 

Frame — Aluminum Alloy, 
Black Enameled. 

Breast Plate—Aluminum Al- 
loy, Leather Strap. 

Shank—Hollow Steel, Nickel 
Plated. 

Large Gear—Red Enameled, 
Cut Gears. 

Pinions—Steel Cut Gears, 
Enclosed. 

Handles — Polished ; Hard- 
wood, Mahogany Finish. 
Spindle—Turned Steel, Ball 

Bearing. 
Chuck—Three Jawed, All 
Steel, Ye-inch Capacity. 
Length—18% inches. 
Weight—4¥, pounds. 
List Price—$8.80. 
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RAST 
DRI 


Patented July 24, 1923 


Strength and Power with Light 
Weight 
Here is a new Ratchet Breast Drill with a three 
jawed chuck of half inch capacity that weighs only 
414 pounds. 


Simple Two Speed Trouble Proof 
Ratchet 
The two speed Ratchet mechanism is so power- 
ful and extremely simple that it is practically fool 
proof. The big knurled shifter dial is an appreci- 
ated improvement too. 


High Finish—Low Price 


The ffnish is all that you have come to expect on 
a Goodell-Pratt. Tool. The price is surprisingly 
low for such an unusual drill. It sells itself and 


stays sold. 











Manufactured by 


Goodell - Pratt Company 








Greenfield, Massachusetts, U.S.A. 





GOODELL-PRATT 
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OSWEGO STILLSON WRENCH 


Absolutely— 
GUARANTEED 


The OSWEGO Stillson 


Wrench is absolutely guar- 
anteed to satisfy. 


If a customer should not 
be satisfied with his—he gets 
a new one—and no questions 
asked, either; but that 
wouldn’t happen once in a 


Blue Moon. 


OSWEGO TOOL CO. 


Factories—Oswego, New York 
New York Salesroom—45 Warren Street 
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INSEPARABLE 


Coes Wrenches 
and 
nL Successful _ 
Wrench Business 
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Wherever one is found—there - i 
is the other, too, for Wrenches : 
of the quality of Coes cannot 
very well help but build and 
maintain a following in what- 
ever section they are sold. 









Sales Agents 


J. C. McCARTY & CO., 29 Murray St., N. Y. 
J. H. GRAHAM & CO., 113 Chambers St., N. Y. 
FENWICK FRERES, 8 Rue de Rocroy, Paris, France 


Coes Steel and Knife- 
Handle Models _ are- 
made in the following 


aa COES WRENCH CO. 
“In Business Since 1841” 
Worcester a Mass. 
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The live hardware 
dealer says: 


BOSTON 
WOVEN HOSE & 
RUBBER CO. 


Cambridge, Mass. 


The largest hose manu- 
facturers in the world. 
Makers of the famous 
BULL DOG, GOOD 
LUCK and MILO 
brands of garden hose. 
Also makers of GOOD 
LUCK Jar Rings. 











“Here’s a Handy Thing! 


“This is the new bale in which Boston 
Woven Hose & Rubber Co. ship their 
250 and 500-foot lengths of moulded 
garden hose. 


“For extra security the paper wrapping 
(just like a tire wrapping) has:an outer 
jacket of stout burlap with four large ears 
for easier handling. You start uncoiling 
from the center of the bale and pull out 
as much or as little as you wish. 





~ Anybody who has carried long Sanath 
hose in stock will appreciate this handy 
and efficient bale.’’ 
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| aa “The Recognized Leader” we 


a * Be : The notable success of GALVANOID—its established 3 
Seco leadership—may be attributed to the good service, year HED 
bsi8c,2233 in and year out, which it has given to the consumer. HH gH 


ceeee 


RES GALVANOIDD is the best grade of zincked cloth made. 
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AT . It is woven on modern power looms of best hard steel wire Hare 
obtainable. ssstteces 2 


Seaprte 2. It is heavily zincked after weaving by our modern electric Besstses’ 2 


seen ‘s 8888 


S seese rats en process, of which we are the originators. 
sbbepsiess — call . The protective coating is of uniform thickness and is non- cesses: (oct 
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Se Praaett | . This attractive finish is protected by a covering of varnish, istigiss 
BARES which is baked on. BE. tte 
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ss5°F8 yo R STH . GALVANOID is firm because the coating of zinc and the g3ta¢ sts 


ti? ere Ee covering of varnish, both being applied after weaving, tend 


pete : : 2 | to bind the wires together. Saat 
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$333: / . It will lay flat when rolled out. , giisesi,,: 
e5e°" iis 3 . It stretches well. 

poePenseess . We have a rigid inspection system—nothing that is not HHI s} 
igi first class leaves our mills. RY APH 
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10. GALVANOID is wrapped well and labeled attractively. Sayegh 
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sei3.,<3t3 Thousands of dealers in every State in the Union are selling 
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GALVANOID at a better profit. At the same time they are 
beer “Fesete giving to their customers more value in screen cloth. cs 
Fe We also manufacture PAINTED, GALVANIZED AND ae 


ite is AMERICAN BRONZE (90% Copper and 10% ‘ Zinc) a tS 
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SCREEN WIRE CLOTH. ef 'h 
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Ei’ GEE Order through your Jobber. : sehstsi3.3 


Ph AMERICAN WIRE FABRICS CORPORATION 


Subsidiary of WICKWIRE SPENCER STEEL CORPORATION 


General Offices: 41 E. 42nd Street, New York Ly EE 
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Western Sales Office: 208 So. La Salle Street, Chicago testers Aaa: 
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Worcester Buffalo Philadelphia Chicago San Francisco Los Angeles 
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We've Left One Corner 
For You, Mr. Dealer 


The “Little Giant” Pipe Wrench is noted for its ability 
to get into corners. 






























Sometimes these corners where pipe and connections 
are located are pretty tight places. 


Yet no matter how close or cramped the work the 


“Zille Giant 


Patented Feb. 4, 1913 








permits the plumber, mechanic or garage man to operate han- 
dily, do the job properly, get through quickly and start the next 
job without losing time. 


All because the “Little Giant” with its end opening jaws fits 








into instead of around the pipe. Its gripping and holding power E 
is simply wonderful. So simple too, only three parts—all drop- ros 
forged of the kind of steel that has made the “Little Giant” he 
famous for service. ree 
e 
Tell your customers: ‘“Here’s the wrench for those unhandy Oe 
? ~ » 
corners where other wrenches won’t go.” o ey 
’ r Me. x 
And remember: We’ve left one corner for you, Mr. Dealer— oe 
no trouble to get into this corner, either. Why not use the con- SE 
° ° ” a et * 
venient coupon now, and save time? oS 
os > 
A ey 
o < > 
Rates we wv 
eee Pa he Pa = & = 
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“— of these stands 








wi be furnis 
free to any dealer 
ordering the follow- 
U ing assortment. Ask 
ERE’S a salesman that costs you nothing to hire, that works Yy for it. 
every minute and that rings up sales for every size of F Two 6-inch wrenches 
Walworth Stillson Wrench in your. stock. | naa Ay tyson | 
° Three 14-inch wrenches 
Every customer of yours who knows tools knows that genu- One ane C~ 
ine Walworth Stillsons are good wrenches. This display stand on ‘ 
your counter, in your window, or hung up on the wall will remind s 





them again and again that you've got Walworth Stillson wrenches 
in all the sizes they need for any kind of job. 


/ 

To get one of these stands free, order the wrench assort- 
ment listed above from your regular source of supply, and ask for 
the metal display stand “as advertised in Hardware Age.” Then 
your supply man will know just what you want. 


WALWORTH MANUFACTURING COMPANY, Boston, Mass. 


Chicago—Cleveland—Glasgow—Kewanee, IIl.—London—New York—Philadelphia—Portland, Ore, 
San Francisco—Seattle—Youngstown. Plants at Boston, Mass., and Kewanee, III. 


WALWORTH INTERNATIONAL COMPANY, NEW YORK, FOREIGN REPRESENTATIVE 


Stillson 
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Union Ice § 


Are Still in Demand 





in Spite of Heavy Shipments 





Shipments are Still Being Made Promptly 


in Spite of the Unusual Demand 


MANUFACTURED BY 


‘UNION HARDWARE COMPANY 


TORRINGTON, CONN., U. S. A. 
NEW YORK OFFICE: 151 CHAMBERS ST. 


= — 5 


No. 9241, . Nos. 542 and 7 


























HARDWARE AGE 























ere 


Orpen gre 


lack and Galvanize 


SHEETS 





Formed Roofing Products, Tin and Terne Plates, Etc. 





KEYSTONE 


C 
°PPER st eer 


The destructive enemy of sheet metal is 
rust. It is a well established fact that an 
alloy of copper gives to Steel Sheets and 
Tin Plates the maximum of rust-resistance. 
Keystone Copper Steel is unequalled for 
roofing, siding, spouting, gutters, culverts, 
and all construction work. It assures roofs 
and sheet metal work that will 
withstand the ravages of fire, 
wear and weather. Shall we send 
proofs from actual service tests? 
We manufacture Steel Sheets 





and Tin Plates specially adapted to the re- 
quirements of the hardware and builders 
supply trades : Black Sheets, Special Sheets, 
Apollo and Apollo-Keystone Galvanized 
Sheets, Corrugated Sheets, Formed Roof- 
ing and Siding Products, Roofing Tin 
Plates, —_ Tin Plate, Black Plate, etc. 
Sold by leading metal mer- 
chants. Our products represent 
the highest standards of quality 
and utility. Write for quota- 
tions, also our booklet, “7 est1- 
mony of a Decade.” 

















Chicago Cincinnati Denver Detroit 


New Orleans 


American Sheet and Tin Plate Company 


General Offices: Frick Building, Pittsburgh, Pa. 


DISTRICT SALES OFFICES: 


January 17, 1924 
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New York Philadelphia Pittsburgh St. Louis 


Export Representatives: Unitep States Steet Propucts Company, New York City 
Pacific Coast Representatives: Unitep States Stee: Propucts Company, San Francisco, Los Angeles, Portland; Seattle 
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ocks & Hard ane 


Sell the absolute security 
of Sargent Padlocks 





This is assortment No. 501. 
Steel panel is 914 x 22 inches. It is 
finished in mahogany color. It is 
furnished with screw eyes for at- 
taching to the sides of fixtures 
behind the counter or to a wall or 
post. Order padlock assortment 
No. 501 to-day. 


Hardware Manufacturers 


SARGENT & COMPANY 


HE automobile has devel- 
oped one of the biggest 
fields for good padlocks. How 
much of this business do you 


get? 


To help you sell your share 
of padlocks for garage doors, 
tool-boxes and spare tires we 
are furnishing the -display 
panel shown here. It contains 
twelve assorted padlocks. It 
is attractive. It invites in- 
spection by your customers. 


You can guarantee the secu- 
rity of these Sargent Padlocks. 
The cylinder type is as im- 
pregnable as the Sargent Cyl- 
inder Lock for house doors. 
Pry it, twist it, beat upon it! 
Only the key willopenit. The 
lower priced subcylinder type 
is unequaled in its class, and 
provides a measure of protec- 
tion great enough.for most 
purposes. All are of finest ma- 
terials, expertly made. 


Sell Sargent Padlocks for 
stables, barns, factories, tool- 
houses and chests. There is a 
style for every use, a price for 
every purse. Interesting fold- 
ers on padlocks, imprinted 
with your name, will be fur- 
nished for mailing and counter 
use. 


NEW HAVEN, CONN. 


New York: 92-98 Centre St. 


Cuicaco: 221-223 W. Randolph St. 
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Farm Papers Increase Your Business 





The wonderful changes in farming methods Modern farming requires more fences. Our 
and standards of living have been brought advertising in this group of farm papers, and 
about largely by the educational influence of their editorial influence for better farming, 
farm papers. The result is that you are sell- will be a great help to you in selling our : 
ing more merchandise to your farm trade brands of fence. We have an agency propo- a 
than ever before. sition that will please you. : 


PITTSBURGH STEEL CO., Pittsburgh, Pa. 


New York Chicago Memphis Dallas San Francisco 
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Build your business with 


dependable rope 


Naturally, you want to sell your customers 
reliable merchandise—the kind that gives 
them the greatest value for their money. 
It’s good business. 


The kind of rope you sell, even more than 
many other products, offers you a chance to 
protect your best interests and theirs. Most 
ropes look alike—from the outside—but 
you can’t afford to take a chance on the 
quality of an unknown rope. It might 
mean a good customer lost. The safe, 
profitable way is to sell the rope you can be 
sure of. 


H. & A. “Blue Heart” Manila Rope 
helps to build your business:, Spun from 


pure long manila fibre by skilled rope 
makers, it will wear longer and deliver 


without fail the strength you have a right 


to expect. 

Its distinctive mark of quality — that 
blue thread -marker which does not appear 
on the surface, but runs in the center 
between the strands—not only makes it 
easier for you to sell the first time, but gains 
permanent customers for you as well. 

So also with H. & A. “‘Red Heart”’ Sisal 
Rope, spun from pure sisal fibre by the 
same skilled rope makers. 

Build a permanent rope business in your 
territory with the famous H. & A. brands. 





cut by insects. 





H. -& A. “Star Brand” Binder ‘Twine 


evenly spun from the best fibres is of full yardage, ample strength, 
and is used from coast to coast by farmers who claim it is never 








The Hooven & Allison Company 


‘“‘Spinners of Fine Cordage since 1869”’ 
XENIA, OHIO 


MILLS: 
Cincinnati, Ohio 
Xenia, Ohio 


ty \ 
av 


H&A “Blue Hea 





MILLS: 
North Kansas City, Mo. 
Covington, Ky. 


4 


rt” Manila Rope 


Trade-Mark Reg. U.S. Pat. Office 


a. 
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WIRE SCREEN CLOTH 


A quality product 
which marks the high- 
est recorded approach 
to absolute perfection. 


NEW YORK WIRE CLOTH CO. 
342 Madison Ave. 
New York 
Works: York, Pa. 
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lg Don't wait till Spring 


“| 





NO aX , 


E’VE started to change people's painting habits—we’re work- 


ing to have paint and varnish business come in by the front 


door in Winter, as it does in the Spring. 


It will come all the quicker if everyone works to make the change. 
A good start has been made—through the magazine advertising of 
the Save the Surface Campaign. It has started the property owners 
to think. The manufacturer's salesmen are ready to help—to show 


you how those property owners can be brought to act. 


The local effort comes on you. More winter interior painting will 
be done if you work for it. You can bring home the idea with talk 


over the counter, by telephone, by special letters. 


United action through newspaper advertising and other forms of 
publicity by the stores handling paint in your town will be most effec- 


tive in spreading the idea of winter interior painting. 


Store Clerks: Make Paint and Varnish a part of your window dis- 
plays, change the displays frequently. Give thought to your cus- 
tomers’ painting needs. Kecollect those who put off painting last 


Summer. Go after them again now. 


SAVE THE SURFACE CAMPAIGN 


507 The Bourse Philadelphia, Pa. 


RS vas 40h! "4d Wiss | | = 
| ut oe 17 


19 





Make 1924 the Greatest Paint & Varnish year 
and double the Industry ahead_ _of time 











20 
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Mate ONC, 


sponge V roller 


1—WET THE SPONGE WITH 
=aveee” ARTISTIC 
MIXED MURESCO ON a * Sa 
SUITABLE FLAT CARD- @i Ame og 
sous" ry DECORATION 
OR WOOD : «See oe | 
Pon on 









SURFACE. 


—a new practical way 


There is a waiting market for this new, pat- 
ented device. Interior Decorators have al- 
ways wanted to use a method as simple and 
efficient as the Vari-Tone Sponge Roller. 


It affords a wide range of color combinations 
and effects not possible by stencilling, stip- 
pling, mottling, etc. 


Pictures I, 2, 3, 4, 5 tell the story of its sim- 
plicity of operation. Does away with dirty, 
mussy makeshifts, such as wadded paper, 
rags, ropes and rolled newspapers. Its 
patterns are regular, uniform and of un- 
limited variety. 


You'll find it one of the quickest sellers you 
ever stocked. Write for folders, list price, 
and attractive wall display poster. 





U. 8S. Patented 
Nov. 21, 1922. 
Canada Patented 
Sept. 18, 1928. 





3—ROLL VARI-TONE SPONGE 
ROLLER IN PAINT UNTIL 
THOROUGHLY SATURAT- 
ED. 


4—ROLL CAREFULLY OVER 
WALL PRESSING UNIFORM- 
LY. 


5—KEEP SPONGE CLEAN BY 
WASHING CAREFULLY, 
WHEN WORK IS FINISHED. 





Open for Cleaning. 


He 


HH, 


Benjamin Moore & Co. 


NEW YORK ST.LOUIS 
CHICAGO CARTERET 
CLEVELAND TORONTO 
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Paint and Varnish Products 
Prevent Destruction 































































| 
stab! re ff 
Al l aes 4 | Havoc — swept in 





on every raindrop! 


0 g “Upp Y Bish ‘ CLG; F woodwork were alive it would 

MATA LG ED | shriek with terror at the touch 

4 fs ie Ye “A |" of water. For moisture is a deadly 
¥, , 4p Wp 


enemy to wood — ripping its fibres 

















Y. BA; LY; t; Ly 3% apart — warping it — rotting away 
oe 4 Ue ZG ara) its beauty. 
rf <LI F j Up); Through accident, water is occas- 
f1G’ A TRAD ee sionally bound to invade every 
fu Fr £ t . 
6 / OX kat FAO yh room. 
mS y O11 PS a What are you doing to protect 
. i) y7 | the wood? 
16 * | 74} 4 j . 
/ (pi! rh, G4, / Devoe Paint and Varnish Products 
iby f/ 4M, l | | . will make your .woodwork almost 
' | I {4 / everlasting by keeping the moisture 
rr s: FS yt W j , '  @ut and sealing the beauty in, 
a ee A / 
/ ® Chr. esl Dévoe & Raynolds Co., Inc. 
ro : : New York Chicago 
ake woodwork waterproof with: 
Devoe Aqua Spar Vanish, Devoe Pale Interior 7}'"s i, Founded 1754 
Varnish, Devoe Mirrolac, Devoe Marble ’ te, 
Floor Finish Varnish, Deyoe HollandE 1 ; j *. e 
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Ftodaythe peopie in yourcom- ducts, and more, and more ! 
munity realized how quickly Thisnewspaperadvertisingisonly 
unpainted surfaces are destroyed, a part of the Devoe Plan which is 
your paint business would be the most complete and successful 
doubled, trebled, or quadrupled paint merchandising proposition 
tomorrow ! ever offered to merchants. 
















Readthe Devoeadvertisingabove. Write for full information. It will 
See how, in a new, forceful, posi- opem your eyes to a new vision 
tive way it shows people why of the profit possibilities in your 
they must buy more paint pro- own town! 
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New York Devoe & Raynolds Co., Inc. Chicago 
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The Vandervoort Hardware Company, Lansing, Mich, 


ing the Master Painter with Eagle 


White Lead in Oil 


HE Vandervoort Hardware Com- 
pany, of Lansing, Michigan, is taking 
advantage of the need of the Master 
Painter and Painting Contractor for a 
white lead of superior working qualities 
by stocking Eagle White Lead in Oil. 
“Eagle is the best white lead in oil 
that I ever used,” is the Master Painter’s 
story that is coming more and more 
frequently to The Eagle-Picher Lead 
Company as the painters and painting 
contractors realize more fully the advan- 
tages of pure Old Dutch Process White 
Lead in Oil. 
For 81 years, Eagle White Lead in 
Oil has been pure Old Dutch Process. 




















EAGLE 





It has been favorably known to painters 
since 1843. 

Should a process be discovered that is 
a better process and not merely a cheaper 
one for the production of White Lead, 


_ The Eagle-Picher Lead Company will 


consider its adoption. Until such a time 
Eagle White Lead in Oil will continue to 
be pure Old Dutch Process, the White 
Lead in Oil that the Painter knows. 


cAlso Manufacturers of 
Sublimed Blue Lead in Oil 


a rust-proofing paint of superior qualities 
Plumbers’ Lead Goods 
Babbitt Metal and Eagle Solders 


The EAGLE-PICHER LEAD COMPANY : 880-208 South La Salle Street : CHICAGO 


© Pure Old Dutch Process 


WHITE LEAD 








CINCINNATI CLEVELAND PITTSBURGH PHILADELPHIA NEWYORK MINNEAPOLIS 
BUFFALO DETROIT BALTIMORE NEWORLEANS' KANSASCITY ST.LOUIS JOPLIN 


Plan ts: CINCINNATI NEWARK GALENA, KAS. HENRYETTA, OKLA. PICHER, OKLA. 
* EAST ST. LOUIS, ILL. CHICAGO ARGO, ILL. JOPLIN, MO. HILLSBORO, ILL. (2 Plants) 
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All Three Stand the Famous Valspar Boiling Water Test! 


Valspar ‘The exceptional 
a urability of 


Varnish Vaispar is due 
to its great elas- 

ticity and toughness plus its 

absolute waterproofness. 


Test after test has proven its 
resistance to accidents that 
mean destruction to ordinary 
varnishes. 

VALSPAR’S absolutely unique 
combination of qualities en- 
ables it to meet countless 
requirements in a way un- 
equalled by any other var- 
nish, 
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| Reg US, Pat.Off: 


Valspar 
Valspar .  Varnishin 
Varnish-Stain six beauti- 
ful and 


permanent wood colors—Ma- 
hogany, Light and Dark Oak, 
Cherry, Walnut and Moss 


Green. 


Valspar Stains increase the 
usefulness of VALSPAR by en- 
abling you to do your staining 
and Valsparring at one opera- 
tion — they give beautiful 
natural wood effects plus 
VALSPAR’S protection and ser- 
vice. 









The famous Valspar 
Boiling Water Test 


Valspar Valspar Varnish 
combined with 
Enamel the highest grade 


pigments to pro- 
duce Enamels beautiful 
in color and VALSPAR in 
quality. 
Made in twelve colors — also 
black and white, and gold, 
aluminum and bronze. 
For every use indoors and out 
—for automobiles, farm im- 
plements and dairies—they 
furnish superior protection 
coupled with unsurpassed 
beauty of color. 


Dealers everywhere know that Valspar means satisfied customers 
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VALENTINE’S 


LSPAR 


The Varnish That Won't Turn White 


New York 





London 


VALENTINE & COMPANY 


Largest Manufacturers of High-Grade Varnishes in the World 


ESTABLISHED 1832 


Chicago Boston 
Paris Amsterdam 


W. P. FULLER & CO., Pacific Coast 


Toronto 
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Some of the Murphy color pages 
appearing this year in Architecture, , 
Arts & Decorations, Country Life, 
Garden Magazine, House Beautiful 
and House & Garden. 
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An expert treatment of the entire subject of home 


January 17, 1924 HARDWARE AGE 


This is the Year 


comes to the front 


We are extending to Murphy dealers everywhere the opportun- 
ity to double their sales of Murphy Architectural Varnishes and 
Enamels—including Clear Varnishes, Muronic Enamels and 
Penetrating Oil Stains. 

Already 1924 looms up as a record year for building. Just 
another way of saying that the demand for high grade finishes 
will far exceed that of former years. 

A wonderful Murphy Architectural Campaign will be launched 
in a leading group of magazines devoted to home building and 
decorating, beginning with the new year. This campaign will 
be in full color and for sheer beauty will surpass anything of a 
similar nature we have ever put out. 

This Murphy Architectural Campaign is yours to build on if you 
make it yours. We will be glad to show you just how it can be 
done. 

For one thing, the new campaign opens up a wonderful oppor- 
tunity for starting promotion work with architects. If you wish 
to establish profitable business relations with local architects, you 
can count on our enthusiastic support. Get in touch with us 
at once. 


Murphy Varnish Company 


Newark, N. J. Chicago, [ll. , 


Murphy Varnish Company, Limited 
Montreal, Canada 
Successor to The Dougall Varnish Company, Limited. 


~ 
(a 








**The Book of Decoration”’ 





decoration from the popular point of view. This book 
is to be regularly and widely advertised throughout 1924. 


Sells at 50c. Supplied to dealers in dozen lots at 25c, 


payable when the books are sold. With the books we 
supply an attractive counter card and set of 12 leaflets 
free with your imprint—100 copies of each leaflet or 
1200 in all. The leaflets tell about the book and will 
bring you many orders for it. *Write for details of our 
proposition, including new “Architectural Specification” 
book, now ready for distribution. 


4 


hs i BOE yK nr 
DECORATION 





25) 


the Murphy Architectural Line 
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One Hundred Percent Pure 
Varnish means 100@ free from 
rosin or so called ester gum, 
gesoline, kerosene, or any turpen- 
tine substitutes Mertin’s 100% 
Pure Floor Varnish 
eccording to the following formula. 


ourns 22.8 


combinetion 00.0 
Pure Vegeteble Oils 23.2 





is mede 


46.0% 


54.0% 
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Did You Ever 
See This 


On a Can of Varnish Before 


? 


We believe in our products 


We believe in telling our customers and the public 
what they are getting when they pay for varnish. 
This explains why every can of Martin’s 100% 
Pure Varnish that is sent out, now carries the formula. 
It is done voluntarily for the benefit of those who 
wish to specify, buy and use good varnish. 





If you don’t see a formula on a varnish can, smell of 
the contents. High grade varnish will smell of tur- 
pentine. Its odor will not be that of cheapening 
adulterants such as benzine, kerosene, gasoline or 
naptha, which are present in varying quantities in 
cheaper products. 


When you pay for a gallon of varnish, do you want 
that can to contain anywhere from one pint to 
two quarts of benzine, gasoline or other adulterants, 
costing less than 15 cents per gallon? 


Do you want that var- 
nish to contain cheap, 
brittle rosin, ,or hard, 
tough elastic Congo. 
Gum? 


Look for the Martin Var- 
nish formula on the side 
panel of the handsome 
gold and brown litho- 
graphed can. Note on 
the back of every pack- 
age that “this Varnish is 
composed of Pure Gums, 
Oils and Turpentine— 
NO Benzine and NO 
Rosin.” 


“Know What You Buy” 


MARTINYARNSH (} 


4 
© Pure Spirits of turp- 
©) entine 
Y 
> Mineral Spirits 
2, 
= (Napthe. Benz: ne. 
tA Gesoline, 
~ { 
= Kerosene) 00 0@ 
5 
at 
= 100 O* 
pond) 
= 
=. 
e Our formuls ts printed voluntari- 
RY ly for the benefit of those who 
= desire to specify, buy. and use good 
A varnish Remember that varnish 
e| more then 100% Pure cannot 
= be made 
> 
ry KNOW WHAT YOU BUY 
S| 
2 MarrinYarnse@ 
. 
5 PIONEERS OF 100°. PURE VARNISHES 
®) CHICAGO 
. 
</ 
= Contimiata Can CO. Corcago 
. 
=, (Side Panel of Varnish Can) 
= 
© 
~/ 
A, 
| 
.| 
>> 
ra 
= 
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CHICAGO 
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FAN & & OF 
SLIP HOOKS 


AND 


GRAB HOOKS 


HE majority of cus- 
. tomers think of the 
name “ACCO” when — 
they ask for Slip Hooks or 
Grab Hooks. They have used 
“ACCO” for years and take 
it for granted that you will 
give them that make. The 
reasons for their preference 
are obvious. 


“ACCO” Slip Hooks are carefully drop forged to withstand the hardest 
work. Their design is scientifically correct and permits the chain to slip 
through with the utmost ease. Sizes, reach, and eyeholes are accurately 
graded to meet the most exacting requirements. 


“ACCO” Grab Hooks are drop forged as carefully as the slip hooks. They | 
are made for use on log chains and other general utility chains. There is 


also a special assortment for use in various branches of railway service. 
Standard sizes. 


AME RICAN CHAIN COMPANY 


INCORPORATED 


BRIDGEPORT, CONN. 


In Canada: DOMINION CHAIN COMPANY, Limited 
NIAGARA FALLS, ONT. 
Boston Chicago New York Philadelphia Pittsburgh San Francisco wz: \‘¢ 


Largest Manufacturers of Welded and Weldless Chains and Makers of the Famous WEED 
Accessories 
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U.S. 
Poultry 


Netting 


The magnifying glass reveals great evidence of strength and 
durability. You should examine the double reinforced hinge 
joint, which makes the fence stiff and rigid, yet elastic, 





Farm fence principles carried over into U. S. Poultry Netting construction have 
given to the trade the very type of netting necessary to economic construction and 
long life. Parallel wires intertwisted with rigid mesh wires give a firmness and neat- 
ness to U. S. Netting not found in any other type. Top rail and baseboard are en- 
tirely eliminated and fewer posts are required. These are final and determining 
factors in reaching full cost to the consumer. 


U. S. Poultry Netting is supplied in both 1 and 2-inch mesh, 
galvanized before and galvanized after weaving, and is now 
furnished in both 19 and 20 gauge wire. 


Don't, through force of habit, order just poultry netting but insist upon U. S. 
Netting. Jobbers in your territory can supply you, and will be only too glad to give 
complete information. They have long since seen the value of U.S. Poultry Netting 
as an account opener and trade satisfier. 


Satisfied Dissatisfied 
Customers Customers 
are an are a 


Asset Liability 





U. S. Poultry Netting is easily unrolled—can be measured and cut off quickly— 
it lays flat, holds its shape well and gives satisfaction. 


indiana Steel & Wire Company 


Muncie, : : : Indiana 
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The 
Columbian 
Guarantee 

Means 
Bigger 
Profits 
through 
Quicker 
Turnover 





You know and we know that guaranteed merchandise is more saleable than merchan- 
dise not guaranteed! Take advantage of the fact that Columbian Tape-Marked Pure Manila 
Rope carries the most tangible guarantee known to the Cordage Industry! 


This is in the form of the widely advertised red, white and blue+Tape-Marker, shown 
above, which is continuous throughout the length of the Rope. It carries the forceful mes- 
sage “Guaranteed Rope, made by Columbian Rope Co., Auburn, N. Y.” 


Write today for free catalogue and quotations on Columbian Tape-Marked Pure Manila 
Rope and Commercial Twines. 





Columbian Rope Company 


352-80 Genesee Street 
Auburn, “The Cordage City” N. Y. 








Branches: New York Chicago Boston Houston 
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Outstanding Stores— 


EALERS who are a real factor in the hard. 

1) ware trade are building their business on 

the basis of quality goods that will stand 

up and deliver service and satisfaction to their 
customers. 

@| These better dealers in all communities make 

certain of having a quality product in every item 
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appeal because of its uniformly high quality, re- 
saleability, and the fact that it is widely distributed 
by strong and favorably known jobbing houses, 
thus insuring prompt, reliable and efficient service. 
@. The progressive hardware dealer is influenced 
by advertising, and is most usually handling na- 
tionally advertised lines. He is therefore “sold” 
on the consistent program of Plymouth Rope ad- 
vertising and dealer selling helps which are ena- 
bling him to further develop his rope trade on a 
profitable basis. 


Are you selling Plymouth Rope? 
a ie If not, write us direct for infor- 
: | ‘ mation and convenient source of 
purchase. 





PLYMOUTH CORDAGE CO. 


NORTH PLYMOUTH, MASS. 
WELLAND, CAN. 
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** Gamaun is a dainty steed, 
Strong, black, and of a noble breed, 
Full of fue, and full of bone, 
With all his line of fathers known. ’”’ 


FORTY-TWO YEARS 


Devoted Exclusively to the Manufacture of Pads for Hosses 


ABOVE is reproduced a copy of lithograph used almost.:forty-two 
years ago to advertise the Collar Pads made by this company. 


The accumulated experience of all these years is em- 


bodied in TAPATCO Pads as they are made today. 


We manufacture a complete line of Pads for Team Collars, Riding Saddles 
and Cart Saddles. Also a full line of Back Bands, both Padded and Burlap Lined. 


Our Tenth Campaign of Advertising direct to users, through the medium of Agricultural Publica- 


tions, is also under way and on a more extensive scale than ever before. This serves*to further the 
interests of dealers and jobbers. - 


Patented Hook Attachment 


Wire Staple and Felt Washer securely attach Hook to Pad. Pat. in U. 8. 
USED ONLY ON TAPATCO. Demand this fastener. Pat. in Can, 


April 6, 1915 














‘* 
’ 





' HORSE 3 
COLLAR PADS 
FOR SALE BY JOBBERS 


The American Pad & Textile Company 


Seago Bact Greenfield, Ohio, U. 8. A. Patil ees 
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GRAY-WICK 


SCREEN WIRE CLOTH 
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Galvanized After Weaving 
Electro Zinc Coatin 
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Made in even inch widths from 


18 to 48 inches. 


h way 


filler 


No. 34 gauge warp | 


ach way 
18 Mesh, No. 34 gauge filler 


auge eac 
No. 35 gauge warp 


12 Mesh, No. 33 gauge e 
Also Other Brands 
Cortland Black Enameled 
White Metal Finish 


14 Mesh, No. 33 g 
16 Mesh, No. 33 gauge 


Galvo-Black 


Wickwire Bronze 


Premier 


WICKWIRE BROTHERS 


FACTORY AND MAIN OFFICE 
CORTLAND, NEW YORK, U. S. A. 


INCORPORATED 1892 


ESTABLISHED 1873 
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One reason for 


bigger Vollrath 
salesin 1924 


National Advertising Created Demand 
for Vollrath Among Millions of 


Women 


The close of 1923 found dealers with favorable Vollrath 
balances on their books. Year ’round advertising of 
Vollrath Ware in national magazines, and the special 
efforts made in December to increase Christmas sales, 
were among the reasons for those balances. 


The readers of The Ladies’ Home Journal, Good House- 
keeping and Modern Priscilla, national publications, com- 
pose the biggest bulk of careful buyers of home equip- 
ment in the retail field. Vollrath Ware is advertised in 
these magazines, and it has been passed upon by the test- 
ing Laboratory of the Good Housekeeping Magazine: 


Women heartily welcome Vollrath Ware because of its 
beauty and because it relieves them of a large part of the 
work necessary in keeping ordinary kitchen utensils clean. 


Window displays of Vollrath Ware have convinced deal- 
ers of the popular appeal of this superior white enamel 
ware. Suggestions on how to arrange effective window 
displays are part of the service the Vollrath Company 
offers through Vollrath salesmen. 


The year of 1924 will equal and surpass that of 1923 for 
sales of Vollrath Ware. Similar advertisements will con- 
tinue to demonstrate to millions of women readers the 
outstanding features of the Vollrath line. New mer- 
chandising ideas and plans now being formed will in- 
crease the sale of Vollrath Ware by helping the dealer to 
increase his sales. 


As part of your plans for a bigger and better business for 
the new year, the Vollrath line will help you to achieve 
your purpose. Our latest catalog and dealer price list 
will be sent to you on request. Also information that 
will be of value to you, @n new advertising and merchan- 
dising plans. 


THE VOLLRATH COMPANY 
Sheboygan, Wisconsin 3 
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Making a M. illon Mothers Happier 





OMEN run the greatest business on 

eartth—the Home. All Industry is 

organized for the maintenance, protec- 
tion, comfort, and happiness of the Home. Itis, 
therefore, the duty of Man to provide for the 
Home as many and as efficient labor-saving 
appliances as he possibly can. 


The kitchen is the heart of the Home. It is 
Woman’s Workshop. In it she performs her 
hardest and most disagreeable work. So, there 
exists a tremendous market for meritorious 
equipment that makes cooking an easier, 
quicker, cleaner, cooler task. 


AMERICAN STOVE COMPANY, 







Many famous makes of Oil Cook Stoves are equip- 
ped with Lorain High Speed Oil Burners including: 


CLARK JEWEL 
George M. Clark & Co. Div., Chicago, IIl. 


DANGLER 
Dangler Stove Co. Div., Cleveland, Ohio 
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If you want to tap this profitable market in 
1924 we recommend that you sell Oil Cook 
Stoves equipped with the Lorain High Speed 
Burner. It’s a wonderful burner—simple in 
construction, easy to operate, durable, econom- 
ical, and highly efficient. 


In addition, the Lorain High Speed Burner has 
back of it an advertising campaign of unusual 
proportions and effectiveness —a campaign 
that, being sponsored by an _ organization 
known for several decades as pioneers in the 
improvement of cooking appliances, leaves 
nothing to be desired. 


ST. LOUIS, MO. 


National Stove Co. Div., Lorain, Ohio 


NEW PROCESS 
New Process Stove Co. Div., Cleveland, Ohio 


QUICK MEAL 
Quick Meal Stove Co. Div., St. Louis, Mo. 
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Selling 
| FOSTER BROS. 
eo Kitchen Cutlery 


to customers is business insurance. This*is 
just why. 





The housewife, who makes most of the - 
purchases in a hardware store, has occasion 
to use kitchen cutlery countless times dur- 
ing the day in the preparation of meals. 
If the cutlery is keen-edged, well-designed, No. 208. 
so that she can work well, she is naturally "Rete 
pleased, and is sure to come back to your 
store when she wants many of the other 
No. 20 things used in the home. It 1s this kind of 
business that insures permanent trade. 





K.nife 





Your jobber can tell you about Foster Bros. 
Kitchen Cutlery. 


THE BRAND IS FOSTER BROS. 


JOHN CHATILLON & SONS 


Established 1835 
85-99 Cliff Street New York City, N. Y. i anes 


Stzinless 





Kitchen Kitchen 


Saw 


. No. 512C Carver 
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Keeping the Faith with Both Parties 








A BP Standard No. 6 


“To solicit subscriptions and adver- 
tising solely upon the merits of 
the publication.” 




















HE A B P publication must be worthy of the consideration of both 
subscriber and advertiser, primarily on its merits. But the final, basic 
rule in determining all policies, is number one of our Standards—“To con- 


sider firstethe interests of the subscriber.” 


The good physician has nothing to sell but Service, his ability to treat 
human ailments. Should he sell pretense, cure-alls, or subterfuges, he be- 
comes a quack. Likewise, the good business paper has nothing to sell but 
Service, and it is the avowed ambition of our publishers to render clean, 
honorable service to both subscribers and advertisers, of such a character 
as to command recognition for its own sake alone. 








A BP Standard No. 7 


“To supply advertisers with full 
information regarding character 
and extent of circulation, includ- 
ing detailed circulation statements 
subject to proper and authentic 


it has a real sig- 
nificance for sub- 
scribers too. The 
inevitable tenden- 
cy of standardiza- 


NATURAL se- 
quence of No. 
6, as you perceive. 
In every business 
there must be 
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HEADQUARTERS: 


verification.” 








standards of meas- 








tion in any busi- 








urement, and we 

have taken ‘the lead in enforcing a 
uniform method of measuring and 
counting circulation. 

Every A B P paper must have its 
circulation records audited by The 
Audit Bureau of Circulations, which 
assures absolute accuracy and a stand- 
ard unit of measurement. 

This means a lot to advertisers, but 


ness is to cut out 
waste, to reduce costs, and to stabilize 
and define values. 

The benefits -of this policy are bound 
to reach the ultimate buyer in the form 
of reduced selling costs and better sales 
methods. Here again we are hewing 
to the line laid down by our Standard 
No. 1—“To consider first the interests 


of the subscriber.” 


THE ASSOCIATED BUSINESS PAPERS, Inc. 


JESSE H. NEAL, Executive Secretary 


220 WEST 42nd STREET 


Hardware Age is a member of the A. B. P., Inc. 





NEW YORK CITY 
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Dominant advertising and the~ 
Alaska exclusive features make 


Write 





easy to sell and profitable 











The open spoon 
dasher 


as shown above is but 
one -of- the exclusive 
features that appeals to 
housewives. It is this 
double-action, aerating 
dasher and the high, 
narrow can that makes 
fine cream so easily 
and freezes in four 
minutes. Sizes: 1 to 20 
qts. Then there is the 
“Peerless,” 1 to 25 qts., 
with very few parts; 
the “North Pole,” 1 to 
4 qts., has a steel tub; 
and the “Polar,” a high 
grade metal freezer. 


ALASKA 


in today for full 





FREEZER: 





OUR selling job is more than half done when the 

housewife has been told, and realizes, the advan- 
tages of the Alaska Freezer. That is why we are 
sending the Alaska story, this coming year, into the 
homes of 5,000,000 housewives—people right in your 
neighborhood whom you will be glad to have as your 
customers. 


If you are not an Alaska dealer, today is the day to 
order Alaskas. Write us direct for full information. 


There has been no boost of Alaska prices. 


Turn the Alaska advertising into your own profit by 
showing in your store and windows the freezer and 
the attractive display cards and signs. Also booklet 
and folders for your use. Of late Alaskas have been 
turning quickly all the year. 


Quick and easy freezing 


THE Alaska 4-minute way of freezing ice-cream ap- 
peals to the housewife. It is so easy to do; no fuss, 
or muss. She knows she can have as many kinds as 
her fancy wishes. If she makes it herself, it’s pure. 
And she knows that dasher-freezing is the only way 
to make GOOD cream. More Alaska freezers, by 
thousands, have been sold this season than ever be- 
a You will find Alaska’s profit attractively 
iberal. 


THE ALASKA FREEZER COMPANY 
Winchendon, Mass. 


THE : 


ALASKA 


FREEZER: 





information and discounts 
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No. 158 


Bronze metal case, nickeled shackle, 
highly finished. Two nickel silver 
keys to each lock. 


Joe Wise is Padlock-Wise 


“The next time I buy a padlock,” says Joe Wise, “I’ll know “exactly 
what to ask for. Three years ago my hardware dealer sold me a SLAY- 


MAKER padlock for my garage and I’m certainly pleased with the ser- 
vice it has given me. ae 





‘“T need another padlock for my cellar door and you can bet it’s going 
to have the “F-S” trade mark on it.” 





Where Your Customers Need 


‘ih 8 > 
Padlocks oF 





Automobile 





Garage 

Closed Truck . 

Bicycle and Motorcycle Are You Padlock-Wise, Mr. Dealer? 
Golf Bag 

Cellar Door and Window . : a - nal 
— see Mt Do you realize the opportunity for profit in —s - 
Locker » “F-S” line of high-grade, reasonably-priced pad- 
Stable & Barn the E x ' STS : YP : P 
Chicken Coop locks? Order an assortment display from your jobber 
Mail Box : , ° 

Cash Box and see for yourself the big opportunity that this popu- 








lar line of padlocks offers. 


SELL HIM A PADLOCIC 
—A\ SLAYMACER” 
Fraun-Slaymuker 
Kardmuare Cy., Inc. 


LANCASTER, PA., U.S.A. 
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THE HEROES OF TO-DAY | 
FLAMES STOP FIREMAN. SCOUT MAKES RESCUE 
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Scout Ora F. Reynolds, of 722 Illinois 
Avenue, Peoria, Ill, a member of Troop 
No. 2,"has been awarded the Silver Medal 
for Heroism. 


In front of a burning house young 
Reynolds’ heard a woman screaming that 
her baby boy was in a room that was 
on fire. He notified a fireman who re- 
fused to enter the room. 

The spirit of bravery surged in the 
boy’s heart and he forced an entrance 
to the room through a porch window. 
In the fiery, smoky room he found the 
baby face down on the bed and carried 
him to safety. 


HE story book isn’tthe only place where 

a good name is a big thing. Look at 
Remington with its 108 years of good name 
behind Remington Pocket Knives. 

Made of Remington Steel and up to the 
Remington Company’s exacting standards 
of mechanical precision. 

Take the Official Knife— Boy Scouts of 
America made by Remington. It’s a real 
camping tool—- made for work—with can 
opener, screw driver, punch blade, bottle 
opener, and a cutting blade that’s sharp 
and stays sharp a long time. 

And the Model 12 Remington Rifle — 
true, honest and straight shooting. How it 





Remington Model 12 Rifle 
Shoots .22 Short, .22 Long 
22 Long Rifle Cartridges. 
Write for Circular 





REMINGTON KNIVES 


As Good as the Remington Name — That Tells the Story 


Remimgton, 


and THE AUTHORITY iw FIRE ARMS, AMMUNITION Ano CUTLERY 
Also Makers of Remington Cash Registers 








The Remington Arms 
Company presents the 
Remington Award for 
Heroism—a Scout 
Knife with shield en- 


graved as above — to 








eachwinrner ofthe 
Heroism Medal. 











SCOUT ORA F.REYNOLDS 
Troop No. 2, Peoria, Il. 


brings the fun of superior marksmanship 
into a fellow’s life! 

From Remington—the Rifle, Cartridges 
and Knife for Camp Life. 

“So live your life that your name means 
something,” that’s the Remington Ideal. It 
has made Remington the most trusted trade- 
mark in Firearms, Ammunition and Cutlery. 


Remington Arms Co., Inc., New York City 
Established 1816 


Remington ‘‘Official 
Knife— Boy Scouts 


of America” 


> ae 











LOOK FOR ANOTHER HERO NEXT MONTH 





MODERN HEROES VERSUS 


_Last year Remington's campaign in the boys’ maga- 
zines, giving stories of historical importance, attracted 
considerable interest and was eagerly read by boys— 
everywhere. 

That campaign does not compare with the 1924 cam- 
paign. 

Heroes of today—stories filled with human interest, 


tales of bravery and heroism. There isn't a 


boy who 


reads Boys’ Life, American Boy, Boys’ Magazine or Lone 


THE AUTHORITY in FIRE ARMS, AMMUNITION anp CUTLERY 
Also Makers of Remington Cash Registers 





HEROES OF HISTORY 


Scout Magazine, who will not “eat-up” this kind of ma- 
terial. 

You never,. previously, have seen advertising like this. 
It secures unanimous attention for Remington's adver- 
tising and makes certain that boys will read about 
Remington Pocket Knives, Remington Rifles and Rem- 
ington Cartridges. 

Remington opens the door to a bigger, more profitable 
boys’ trade for Remington dealers. 
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Modern Chains 
Like These 

Cost No More— 
They Sell Faster 


The wide-awake merchant always 
looks for the best. That’s why he 
quickly sees the big ‘advantages in 





The Slip-on Link 


This patented slip-on link makes 

it easy to take off the old cross 

chain and put on a new one. A 
child can do it. 





The Positive Lock 


This patented lever lock makes it easy 
to put them on and to take them off. 
It takes up slack; thus saves wear on 
tires and chains alike. No more lost 
chains—no more loose chains. 
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1—You can put them 
on and take them 
off in less time than 
other chains. 
2—You can quickly 
and easily take off 
and put on a new 
cross chain any- 
where, anytime. 
Order today from your job- 
ber. Buy spare cross chains, 


for you can sell a set of extra 
cross links with every chain. 


Write us for circular and price list, giving the name of your jobber 


PYRENE MANUFACTURING COMPANY 
Makers of Pyrene Fire Extinguishers 520 Belmont Ave., Newark, N. J. 


Branches: CHICAGO—17 So. Jefferson Street KANSAS CITY—2010 Grand Avenue 
ATLANTA—164 Spring Street SAN FRANCISCO—977 Mission Street 
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“All Subscribers” 


How one big jobbing house 
reads Hardware Age 





STREVELL-PATERSON HARDWARE Co. 


WHOLESALERS ann JOBBERS 


OIRECTORS: 
Ww S.MECORNICK : 
w.H#oO 


20 
z2 
°o 
On 
BA 


PC GILt SecH#eraev on 
PF.c SG 





SALT LAKE CiTy,.UTAH 


October 2nd, 
192 Be 


Mr. Lew S. Soule, Editor, 
Hardware Age, 

Editor's Office, 

New York City, 

Bete 


Dear Sir:- 


Referring to your favor of 
September 25th asking for 

list of our salesmen and 

department men to whom you 
wish to send the Convention 
number of the Hardware Age, 
please be advised that our 
people are all subscribers. 


Yours very truly, 


STREVELL-PATERSON HARDWARE CO. 


mon "GDN Morr 


V. Pres. & Gen'l, Mgr. 
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The Sandpaper that Satisfies 





















WAUSAU SERVICE is as uniformly satis- 
E R V | C E factory as its sandpapers. More than that no 
one could ask. ‘ 






With a modern plant equal to all demands; and 
with completely assorted branch stocks in our 
own warehouses at Chicago, St. Louis, Cleveland, 
Detroit, New York and Los Angeles supplying 
jobbers with intelligent promptness—no dealer 
need lack for a single item in the Wausau line. 


(Q) U A a | T Yy WAUSAU “RUFF-STUFF” is recognized in 
the trade as a QUALITY product. [Its tough 
long-fiber, moisture-resisting PAPER; the su- 

perior quality of GLUE always used; the clean 
sharpness of Wausau Rib Mountain Quartz 
GRITS, and the skill and care employed in man- 
ufacture and inspection all combine to make 
Wausau “RUFF-STUFF” better than ordinary 
sandpaper. 


Place any number of makes, side by side, before 
SAL ABILITY any buyer who has no preconceived notions or 
prejudices, and he will promptly select “RUFF- 
STUFF” on its attractive appearance. It lies 
flat. Backs of sheets are clean, free from smudge 
or glue, and CLEARLY PRINTED with size 
and grit number. The “feel” of the sheet in- 
stantly wins the experienced craftsman. 


“RUFF-STUFF” is put up in neat, trim, com- 
P A E K ] N G pressed half-ream packages, securely bound with 
wire. Edges are uniform, not ragged. It is sup- 
plied to quantity buyers in bundles, compressed 
between top and bottom boards and held with 
FOUR wires (not two). Our care in packing, 
and the flat-lying quality of the sheets, saves the 
retailer time and money. 


Tie to ‘* Ruff-Stuff”’ 


IT WILL SATISFY. Order from your jobber. Write 


us at our nearest branch for descriptive literature. 


WAUSAU ABRASIVES COMPANY 


1017 Harrison Blvd., WAUSAU, WIS., U. S. A. 




















Branch Houses . Pacific and Mounta‘n States 
Wausau Abrasives Co. SPRAKE SALES CO., INC. 
Chicago St. Louis Los Angeles San Francisco 
Detroit Cleveland Portlan Denver 






New York Los Angeles 
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Welcome the National Salesman— _ 


The National salesman in your district is not an 
amateur; he is an experienced Builder’s Hard- 
ware man who knows his line from ‘A to’ Z. 
What is more, he knows the merchandizing of it, 
and will be glad to give you his ideas on the 
subject. 


Welcome the National Salesman; he is the kind 
of man with whom you like to deal. He sells a 
mighty good line of Builder’s Hardware, too. 


NATIONAL MANUFACTURING CO. 


Sterling Illinois 


LATCH CATCHES IN 
SLOT HOLDS DOOR 
= OPEN. 


& 








No. 25 Swinging Door Latch 


A very popular latch—made entirely of steel. Has a large sherard- 
ized bolt with a rounding face which works easily on the roller- 


shaped edge of strike. 


Adjustable for 34 in. to 244 in. doors. Handle cannot flatten. 
Made so that padlock can be attached. Unbreakable music wire 
spring. Easily installed. This No. 25 Swinging Latch is a typical 
National product—priced lower than usual because of our direct 
distribution and liberally profited. Ask the National for it. 


Natienal 
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Have Your Postmaster Correct 
Your Mailing List 


ID you know that your postmaster is authorized by law to 
correct your mailing list? ) 


John H. Bartlett, first assistant postmaster general, in 
a letter to HarpwarE AGE on this subject says: 


“TI take pleasure in advising you that under the provisions of 
paragraph 3, Section 523, of the Postal Laws and Regulations, 
which is quoted below, postmasters are permitted to correct mail- 


ing lists and to make a charge of not exceeding 60c per hour for 
such work: 


““Postmasters are permitted, though not required, to correct mail- 
ing lists, but the lists, whether corrected or not, shall be returned to 
the senders when postage stamps are furnished for this purpose. If 
a postmaster finds it practicable to correct a list he may cross off 
the names of persons to whom mail can not be delivered or for- 
warded; add the correct street, rural or box number; correct initials 
where apparently there has been a bona fide intention to write a 
name known to the sender of the list; and when two or more names 
appear at any one address the head of the family may be indicated if 
known. Addresses of persons who have removed to other post offices 
shall not be furnished nor shall new names be added to the list. 
(See Note). 


“ ‘Note—Under the limitations of paragraph 3 and with the congent 
of the owner of the list corrections may be made at first and second 
class offices by substitute clerks at the owner’s expense, at the rate 
indicated in Section 299, Postal Laws and Regulations (60c per hour). 
Postmasters of third and fourth class post offices are not prohibited 
from making a reasonable charge for such work.’ 


“It has been suggested to postmasters that no charge be made 
in any instances where the time required is less than thirty min- 
utes, but this is not mandatory, and is left to the discretion of 
postmasters. Mailing lists should of course be arranged in sec- 
tions, each to cover a different city. If it is desired to correct any 
section, a copy thereof should be forwarded to the postmaster at 
that point with a request that the same be corrected, that is all 
removals, local changes of address and unknown addresses to be 
noted, it of course being understood that the service will be paid 
for at the rate provided by the Regulations. 


“I am sure that if this is done, postmasters will be glad to co- 
operate along the lines indicated.” 
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“The Woney “Wack”? Crngle of Selling 


OT long ago a boy friend of mine bought a pair 
of skates. It just happened that the store was 
out of the required size, and an over-enthu- 

siastic salesman sold him a pair too large for either 
looks or comfort. He told the boy that the skates 
were a trifle long, but that he was growing and they 
would last him for several years. In fact, he im- 
pressed on him the idea that. boys should always 
buy skates larger than the size actually needed. 
Well—to make a long story short—the boy tried the 
skates out on a small pond and found it impossible 
to keep them on. His father looked them over and 
told him to take them back. 

You should have seen the look on that clerk’s face 
when Johnnie came trudging back with those skates. 
He scowled, as he inquired, “What do you want 
now?” “I want my money back,” said the boy; “these 
skates don’t fit.” “Can’t do it,” snapped the clerk. 
“You’ve had ’em on—they’ll probably rust. We can’t 
take back second-hand goods.” With that he walked 
off, and the boy, after a moment’s hesitation, took the 
skates and went home. 

The father was furious. He marched the boy back 
to the store and called for the proprietor. The mer- 
chant listened to the story, looked the skates over, 
and said: “Well, I suppose we’ll have to take them 
back and sell them as second-hand ones. The boy 
should have brought them back before he used them.” 

He grudgingly paid back the money and consid- 
ered the incident closed. As a matter of fact, I 
happen to know that it really cost him several good 
customers and a number of heavy sales. The boy’s 
father was a contractor and had bought several good 
bills of hardware at the store. At that time he had 
contracts for twelve houses to be built in the spring. 
He has already arranged to buy his hardware and 
supplies from another source. Two of his friends 
have transferred their accounts elsewhere, and the 
story has gone the rounds of the town. 


The “money back” problem has a real bearing on 
sales. When a customer returns an article and asks 
for his money back, unless there is a bona fide rea- 
son for refusing the money should be returned imme- 
diately and cheerfully, without either comment or 
argument. I contend that the clerk himself should 
make the adjustment, but if this is impracticable, 
he should say, “Certainly; Mr. Jones attends to the 
details of returned goods, and I know he will be glad 
to make the refund.” Then call Mr. Jones and have 
him close the transaction quickly and good naturedly. 
There should never be any red tape to go through— 
never any hesitation. In fact, there should never be 
anything that would make the customer think for a 
moment that the salesman suspects him of trying to 
put anything over. 

Often the customer comes back expecting you to 
oppose his claim and primed for trouble. Take the 
wind out of his sails by agreeing immediately. Most 
salesmen are inclined to belittle the importance of a 
“money back” transaction and to underestimate the 
results which may come from improper handling. 

Remember, the trade of that particular customer 
is not the only thing involved. New customers are 
almost sure to come from the advertising of the 
person whose money was returned cheerfully, while 
dozens of possible patrons may be permanently 
turned away by reports of improper treatment. 

The actual cost of all ‘“‘money back” transactions 
for a year is comparatively insignificant. It repre- 
sents payment for the best advertising the store and 
the salesman can do. Give them their money back, 
then proceed to get it back again with interest 
through new sales and new customers. 


Klewr 8 Brie _ 
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Turning the Paint Stock 
Kight Times a Year 
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The paint department of the Warner Hardware Co., Minneapolis, Minn. 


N chant + every hardware mer- 
chant who is successful is able 
to put before himself facts and 

figures relating to his business which 

mean as much to him as charts mean 
to a mariner. In other words, he 
knows what road he is on and where 
he is going at all times. It is nota 
question of waiting until the end of 
the year to find out “where he is at.” 

There must be considerable com- 
fort in running a business on such 

a basis. The Warner Hardware Co., 

Minneapolis, Minn., is one of the 

hardware organizations that keeps 

its course plotted out at all times. 

Each department is headed by a man 

who is vitally interested in his par- 

ticular line. These men might be 
termed engineers, officers, etc., each 
with his own responsibility of mak- 
ing that part of the business func- 
tion. In the pilot house sits Leon C. 
Warner, the president, who knows at 





all times what is going on in his 
good ship. He can plot the course 
and steer to it. 

In turning over the log for the 
voyage of 1922, one finds the follow- 
ing data relating to the paint de- 
partment: 

Gross profit to sales, per cent. 31.95 
Net profit to sales, per cent.. 8.32 
Cash sales of total depart- 


mental sales, per cent..... 42.04 
Charge sales of total depart- 

mental sales, per cent..... 57.96 
Total cash customers....... 36,907 
Average purchase .......... $0.912 
Total charge customers...... 10,933 
Average purchase .......... $4.248 
Total customers ............ 47,840 


Return of goods and allow- 
ances of gross charge sales, 
Dee CONE. Eo ass. ee 2.62 
Rate of turnover on a baSis of 
total purchases divided by 
average inventory (times). 8.348 


The rate of turnover for this paint 
department has been as follows: 
Times : Times 
i re ae, | NR 
BOD. cee ns ¢ Qe SUB n Cte 
ore ° ce, | 6 eee 

The expenditure for advertising 
amounts to 1% per cent of gross 
sales for the department. Mr. 
Warner states that he feels what- 
ever success his paint department 
has achieved in the years shown in 
these figures is due largely to being 
able to get prompt replenishments 
from the manufacturer; the stock- 
ing of only one brand, which prevents 
duplication of stock and releases 
capital, making turnover possible; 
and the over-the-counter trade, which 
is most satisfactory. 

The entire Warner store has re- 
cently been rearranged and the ac- 
companying illustration shows the 
firm’s new paint department in the 
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basement. The old department was 
located on the main floor at the back 
of the store, but the move to the 
basement has permitted considerable 
expansion and .improvement in the 
lay-out. A wide aisle makes it easy 
for customers to shop and the 
counter between the two brush show- 
cases is an ideal place to talk to the 
customer. 

Special attention should be di- 
rected to these two brush showcases. 
It will be noticed that the three 
shelves vary in width, thus permit- 
ting a complete view of the entire 
case and its contents. The brushes 
are separated by glass dividers and 
each section is price-marked in plain 
view of the purchaser. The bins 
to hold the paint are built out at 
right angles from the wall, permit- 
ting the stocking “of considerably 
more merchandise than would have 
been possible had the shelving been 
strung lengthwise along the wall. 
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The ends of the shelving batteries 
also contain many items of quick- 
selling varieties. One space, directly 
behind the counter, has been made 


- into a literature rack for color cards, 


books of instruction, etc. The color 
paddles are hung up on hooks at the 
extreme left. They can be easily 
shown to customers and can be 
easily kept out of the way when they 
are not wanted. One also finds sand- 
paper in this section. It is not down 
on the bottom shelf, but is kept 
nearly on the level with the cus- 
tomer’s eye and it is practically im- 
possible to overlook it. 


Conveniently Arranged 


This is the first picture that has 
been made of this new department, 
and HARDWARE AGE is pleased to 
have the privilege of showing its 
readers just how the Warner Hard- 
ware Co. has worked out this new 
arrangement. The entire depart- 
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ment has been designed for the 
convenience of both the public and 
the. sales force. The wrapping 
counter is conveniently placed and 
any bulk goods are within easy reach 
of the salesman. A customer can- 
not come into this department with- 
out being seen and the salesmen are 
always close enough to give anyone 
immediate attention. 

One thing of note is the good 
lighting and the white ceiling, which, 
of course, are essential. 

The greatest things about the 
Warner store in general, however, 
are the figures which keep Mr. War- 
ner and his coworkers posted at all 
times as to just how the business is 
going. It has been said that no 
store is too small to afford a book- 
keeper. Every merchant has a num- 
ber of systems at his disposal which 
will give him the control of his busi- 
ness if he wants to avail himself 
of them. 


Paint Preserves Birthplace of ‘‘Old Glory”’ 


NATIONAL movement to pre- 
serve historic buildings was 
started in Philadelphia on Dec. 8, 





Getting ready to paint the Betsy Ross house, Philadelphia, Pa. 


1923, when the painting of the Betsy 
Ross house, the birthplace of the 
American flag, was begun. 

A single cere- 
mony started 
this work which 
was undertaken 
by the Philadel- 
phia Paint, Oil 
and Varnish 
Club, of which 
J. Sibley Felton 
is president. 

Swinging on 
a painter’s scaf- 
fold, Ernest T. 
Trigg, chairman 
of the National 
Save the Surface 
Committee, ap- 
plied the first 
brushful of 
paint, while a 
battery of mo- 
tion picture 
cameras made a 
permanent rec- 
ord of the event. 

Miss Peggy 
Wood, who takes 
the leading role 
in the musical 
play, “The Cling- 
ing Vine,” then 
playing in Phila- 
delphia, who on 
Dec. 3 was 


elected an honorary life member of 
the Philadelphia Paint, Oil and Var- 
nish Club, together with four pretty 
girls of the company in painters’ 
overalls and caps; Charles H. Weis- 
gerber, founder of the American 
Flag House and Betsy Ross Memo- 
rial Association; H. B. French; 
George B. Heckel, secretary of the 
Paint Manufacturers’ Association 
of the United States, and other 
prominent Philadelphians took part 
in the ceremony. 

The Betsy Ross House, situated 
at 239 Arch Street, Philadelphia, 
will be tendered to the City of Phila- 
delphia together with an endowment 
fund on Flag Day, June 14, 1924, 
after twenty-five years of patriotic 
labor by Charles H. Weisgerber, the 
founder, corresponding secretary 
and manager of the American Flag 
House and Betsy Ross Memorial As- 
sociation. 

The exact age of the building is 
not known. It is approximately 220 
years old. It was built before 
Philadelphia had a _ recorder of 
deeds. Built of stone, brick and 
hard woods, it has two rooms on the 
street floor, three rooms with spa- 
cious closets and corner cupboards 
on the second floor and two garret 
rooms. The entire house is in a re- 
markably good state of preserva- 
tion due to regular and frequent 
painting. 
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ORNELIUS LEADPENNY, 

dealer in hardware, was a man 

of few words. This, according to 
Mr. Leadpenny himself, was an in- 
herited trait and one in which he 
must have felt considerable pride, 
else he would hardly have wasted so 
many hours teling about it. It must 
be admitted, however, that on the par- 
ticular morning in question he might 
have appeared to an impartial ob- 
server to be in some danger of los- 
ing his avowed reputation for taci- 
turnity; unless, of course, the effect 
of loquacity, or “chin-rattling,” as 
this condition is sometimes in- 
delicately termed, was the result of 
merely using the same words over 
and over. 


The Cause of the Outburst 


The explanation of Mr. Lead- 
penny’s copious vocalization on that 
particular morning was undoubtedly 
to be found in the presence in his 
store of a representative of the re- 
cently organized Smouse County 
Merchants’ Club, which had been 
formed with a view of assisting 
trusting dealers who extended credit 
to distinguish between the “good” 
and “bad eggs’’—these latter, Mr. 
Leadpenny’s visitor pointed out, ‘be- 
ing particularly objectionable when 
“broke’—and also for the exchange 
of other helpful information. This 
gentleman had visited Mr. Lead- 
penny with a view of urging upon 
him the desirability of becoming a 
member, in consequence of which 
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Cornelius Leadpenny 


Sees the Light 


By D. J. WITHERSPOON 


Mr. Leadpenny lost his temper and 
his visitor had got it. The burden 
of Mr. Leadpenny’s discourse was 
this: 

Leadpenny’s Goat Vanishes 


That everything he knew about 
hardware he had learned himself and 
that he alone was responsible for the 
existence of his business. And here 
his visitor was seen to murmur, as 
much as to say that judging from 
appearance of Mr. Leadpenny’s store, 
he was glad he was man enough not 
to blame someone else. To ask 
him at his time of life to join a club 
and hand over his bag of tricks was 
a nice howdydo, a nice howdydo, sir! 

When his caller intimated that it 
would probably come out even in the 
end, in that he would learn as much 
from his competitors, he was effec- 
tively silenced by Mr. Leadpenny’s 
energetic “bla-a-a.” His visitor did 
not push the matter further because 
he probably agreed with Mr. Lead- 
penny in respect to the uselessness of 
entertaining any hopes in this direc- 
tion. 

Furthermore, Mr. Leadpenny 
wanted it distinctly understood that 
he was too busy a man to drape him- 
self over an upholstered chair and 
“rub noses with a bunch of rah-rah 
boys,” as he scornfully characterized 
the more. youthful. members of the 
hardware fraternity of Smouse Coun- 
ty. If the others wanted to go in 
for that kind of thing—let ’em— it 
was no fur off his back, and while 
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he wasn’t a man to look for house- 
flies in the milk of human kindness, 
as far as he was concerned this talk 
about mutual helpfulness, coopera- 
tion, honest competition, etc., was a 
lot of sour honey. He had noticed 
for a long time that the men of 
Smouse County were developing into 
drug store cowboys, but he thanked 
his stars he had come of hardy stock, 
even if his old man had gone around 
in a brown cheese-cutter with a high 
water mark on his neck. He was 
“hep” to these fellows—they wanted 
to milk him for ideas for which he 
would get nothing in return—but he 
was a business man, and when he 
did something ivr nothing he’d do it 
for himself. 

Mr. Leadpenny’s eloquence was 
moving, and his caller would have 
evaporated long before he did except 
for the fact that Mr. Leadpenny 
stood directly in the door, which in 
his store appeared to exist for the 
sole purpose of admitting Mr. Lead- 
penny in the morning and omitting 
him at night. 


He Was No Sucker 


Now, while Mr. Leadpenny had a 
strong enmity for his competitors in 
Mudville, he possessed no such active 
animosity for the other merchants. 
This may be explained on the 
ground that they frequently en- 
abled him to hear himself talk, in 
consequence he was as friendly as 
it was possible for a talkative man 
of few words to be. So when he ran 
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across Mr. Ebenzer Flot, proprietor 
of the big department store, two 
months later Mr. Leadpenny went 
out of his way to engage him in 
conversation; for, being a man of 
one idea in a rut, the attempt to 
seduce him to membership in the 
“trick” Merchants’ Club still rankled 
and he wanted to tell the world he 
was no sucker. 

Mr. Leadpenny’s remarks on this 
occasion were received in silence, for 
the reason that it would have taken 
a man with extremely mobile vocal 
organs to slip a word in edgewise, 
and his auditor wasn’t a _ rubber- 
tongued acrobat. However, it is only 
justice to say that he knew an oppor- 
tunity when he saw one, and so when 
Mr. Leadpenny tripped over the pro- 
nunciation of the word “iniquitous,” 
which he had intended using with 
devastating effect, Mr. Flot succeeded 
in turning the conversation by asking 
Mr. Leadpenny how he was finding 
collections. 

Seeing possibilities for further 
conversation in this question, Mr. 
Leadpenny began complaining about 
the difficulty he was experiencing in 
making collections and how one 
family after another “was moving 
out on him,” and further, if this sort 
of thing kept up he’d find himself 
just two jumps ahead of bankruptcy 
before long. His chief difficulty, it 
developed, was getting a line on the 
responsibility of prospective cus- 
tomers, and he would give a cool 
hundred for a good method of getting 
next to the bad accounts. 


He did 
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not know at the time that the Smouse 
County Merchants’ Club had for two 
months been very efficiently separat- 
ing the wheat from the chaff and that 
the chaff had perforce gravitated to 
Mr. Leadpenny’s store. Leadpenny 
could not deny the fact that bad ac- 
counts were rocking the boat, and 
with a view of drawing a certain 
amount of comfort from the knowl- 
edge that the dealers in the county 
were in the same fix, he asked Mr. 
Flot how he was finding collections. 
To which Mr. Flot replied that 
thanks to the Merchants’ Club, the 
question of knowing how to trust was 
no longer the serious problem it once 
was—and that business had never 
been better. 

Mr. Leadpenny had expected a dif- 
ferent answer to his question, but 
to have the Merchants’ Club given 
any credit for Mr. Flot’s present 
prosperity was-surprising to say the 
least. He was astounded; so much 
so, in fact, that he was at a loss for 
words and could only gasp, “You 
don’t hope to tell me.” 


Leadpenny Sees a Light 


Whereupon Mr. Flot offered to 
show Mr. Leadpenny how it was done 
and that gentleman, still being in a 
dazed condition, permitted himself to 
be led up two flights of stairs and 
across the threshold of the “iniquit- 
ous” Merchants’ Club, into which Mr. 
Leadpenny had vowed never to set 
foot while he had the spirit of a 
roach. A regular meeting was in 
progress at the precise moment Mr. 
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Leadpenny entered and Mr. Humidor 
Brighty, Mudville’s most successful 
hardware merchant, was in the act 
of outlining a Paint-Up and Clean- 
Up Week to be held in the near 
future with the assistance of the 
board of trade. Following this, Mr. 
William Oat requested that one Bill 
Jump be put on the blacklist, as he 
had received word that Hell would 
be frozen over when he paid his bills. 
At this Mr. Leadpenny was seen to 
squirm uneasily in his chair, for only 
that morning he had delivered to this 
same Bill Jump hardware and farm 
equipment to the tune of $50. Win- 
dow trimming, accounting and one or 
two other topics were also discussed, 
to all of which Mr. Leadpenny 
listened with the chastened docility 
of a slapped child. 

Two weeks later had anyone en- 
tered Mr. Leadpenny’s store he would 
have seen Mr. Leadpenny standing 
behind the counter with a handful 
of nails poised over his scale. On 
Mr. Leadpenny’s face was a look of 
doubt—and he would have been seen 
to hesitate for an instant and then 
with a sudden expression of be- 
neficent resolution drop two extra 
nails onto the scale. Mr. Leadpenny 
was a changed man, and on that 
morning he was particularly at peace 
with the world, for he had just re- 
ceived word that his belated appli- 
cation for membership in the Smouse 
County Merchants’ Club had, after 
some argument, finally been accepted. 

Moral: If you can’t learn from 
the other felow—GOOD NIGHT! 


Thawing the Frozen 


Window 


ROBABLY there isn’t anything 


quite as annoying to the hard- 


} ware merchant as the frozen up win- 
Ha yt ae dow, a window nicely dressed with 
Ng Wee splendid merchandise hidden from 
Sa EX tS view with a lot of fantastic designs 
made by Jack Frost. This, however, 
Nas a is very easy to Overcome and can 
fra ar "ey be done quickly. Place an electric 
heater in the center of the display. 
It will soon clear the window, the 
= merchandise can be seen once again 
Th ) and the window will once more be- 
come an asset and not a liability. 
This little idea will help you to get 
the attention of people who other- 
wise would have been lost to you. 
And when you get their attention 
selling is easy. 
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This Triple-Decked Table 
Earns $50 a Week 


The Vulcan Hardware Co., 
Springfield, Ohio, 
Finds a Way to Move 
Over-Stocked Goods 


HIS small triple decked 
type of display table 
earns a weekly average 
of more than $50 for the 
Vulcan Hardware Co., 
Springfield, Ohio. The 
water cooler at the left earns 
countless friends for the 
firm and causes people to 
glance at the bargain table, with the 
large show card suspended above it. 
In addition to earning $50 a week 
this table is a useful outlet for over- 
stock or stock which might come 
under the head of dead stock. Wil- 
liam Guggenheim, manager, decided 
that his gray enameled stock was 
running too heavy so he enlisted this 
display table to his aid. He says 
it has never been known to fail. 


Every Customer Sees It 


The table is at the front of the 
store to the left of the door where 
it can be readily seen by all cus- 
tomers entering the store. Should 
a customer desire a drink he is 
brought into close contact with the 
sales counter. The large card at- 
tracts attention. Steady customers 
have become accustomed to looking 





This bargain table and water cooler helps swell the 
profits of the Vulcan Hardware Co., Springfield, Ohio 


at this table for “good buys.” The 
table features different lines at 
least once a week. Plenty of stock 
is offered and if it is considered 
necessary an attractive price is put 
on the merchandise. 

Occasionally Mr. Guggenheim will 
run a special or leader on this table. 
The advantages of this plan are 
obvious. A leader or special serves 
to stimulate interest in otherwise 
quiet times. A good purchase on at- 


tractive goods such as aluminum or © 


tinware may be put on sale at a 
slight reduction. This all tends to 
arouse interest in the table. 

Mr. Guggenheim frequently fea- 
tures a mixed display showing goods 
fyom different departments. -Usual- 
ly, however, he prefers showing one 
line at a time and in making the dis- 
play as complete as possible. He 


Water Cooler and Wagons 
Help Attract 


Attention of Young 


and Old to Table 


feels that a mixed display 
may cause confusion which 
will kill sales. Take the dis- 
play of gray enameled ware 
shown in the illustration. It 
Sells the idea of this line. 
Should the prospect have a 
coffee pot there is a chance 
to add to her equipment by 
selling her a tea kettle or some other 
article. 

The Vulcan Hardware Co. bar- 
gain table is carefully arranged and 
one does not get the impression that 
it is a table for the disposal of odds 
and ends. One always sees an or- 
derly display of kitchen ware offered 
at an attractive price that cannot fail 
to interest the prospect. 


Wagons Attract the Kiddies 


The express wagons and the press 
in front of the table serve to catch 
the attention of the children whose 
mothers are inspecting the bargain 
table. The wagons were not placed 
there by accident, but by design. 
Should father be along the press may 
serve to interest him. In this man- 
ner one good idea cooperates with an- 
other. 
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Alwan T. Simonds 


AM strictly opposed to the 
theory of many * successful 
business men that the primary 

cause of good times is psychologi- 
cal and that by mere talk of optim- 
ism we may make business good, 
any more than temporarily at best. 
I believe in the Herbert Hoover 
theory that the only way we can 
cure the ill effects of the bottom of 
the cyclical movement is to take off 
the top of the mountain of pros- 
perity. Just now I would empha- 
size to some extent the unbalanced 
conditions and even incline to what 
some people call the pessimistic 
side, but which I prefer to call the 
conservative side. 

From Oct. 1, 1922, to Oct. 1, 1923, 
we had in the United States 100 per 
cent or capacity production. The 
limiting factor was that every avail- 
able man in the United States who 
was willing to work was working to 
his fullest willingness. This condi- 
tion was brought about in part by 
the highest tariff ever known and a 
very marked restriction in immigra- 
tion, plus the fact that we have in 
the United States from 47 to 50 per 
cent of the world’s gold with only 
5.8 per cent of its population. 


The Distress of Europe 


Frank A. Vanderlip, perhaps the 
best of our composite and practical 
business men, with well-grounded 
thinking on economics, made the 
statement in September, 1922, that 
the United States could go on with 
prosperity for a number of years 
regardless of Europe, in view of the 
fact that only 6 to 8 per cent of our 
total production is exported. His 
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The Unbalanced 
Condition 
. of Industry 


By ALVAN T. SIMONDS 


President, Simonds Saw € Steel Co., 
Fitchburg, Mass. 


prophecy has been borne out to a 
large extent; but all of the theor- 
ists maintain that an unbalanced 
condition will eventually correct it- 
self, and that is my personal belief. 

Too little attention has been paid 
to the fact that at least $200,000,- 
000,000 in wealth was destroyed 
during the war and that much of 
this amount is still outstanding as a 
mortgage on the next thirty-five or 
forty years. Europe, generally speak- 
ing, has too much population and too 
little capital; whereas the United 
States has too little population and 
too much capital. Even during the 
past sixty days gold has continued 
to seek refuge in the United States 
on account of the continued politi- 
cal uncertainty of Europe; which 
only means that Europe as a whole 
is still, contrary to many business 
men’s opinions, on the down grade. 
Outside of Russia, Europe produced 
during 1923 less grain than it pro- 
duced ten years ago, in spite of the 
fact that the population 
meantime has increased. During 
1923, not mentioning the German 
mark, currencies of Belgium, 
France, Denmark, Norway and 
Spain have all lost more than 15 per 
cent of their exchange value. 

In England more than 1,200,000 
men have been constantly out of 
work throughout the past three 
years. 

These are only a few instances 
of an unbalanced condition. 

While we are aware that the 
standard of living in the United 
States, for the past fifty years at 
least, has been higher than in any 
other part of the world, yet we are 
acting as if our standard of living 
had nothing whatever to do with the 
rest of the world, which of course 
is entirely fallacious. 

Our proportion of the world’s 
gold gives us an entirely inflated 


in the 


credit condition and is in itself 


dangerous. 


Good Business Should Continue 


Generally, good business should 
continue in the United States as 
long as credit conditions are satis- 
factory (which they are now) and 
as long as no outstanding calamity 
befalls Europe. The business I am 
in is largely dependent on the 
building construction program and 
for the greater part of 1923 has 
been a capacity business, with in- 
dications that it will continue so 
over the first half of 1924. 


No Automobile Saturation 


In spite of the fact that every- 
body who has prophesied a satura- 
tion point for automobiles has been 
wrong, it is certainly an unbalanced 
condition under which the United 
States can afford 14,000,000 auto- 
mobiles out of a total of 16,000,000 
in the entire world. While there is 
probably no such thing as an abso- 
lute saturation point for automo- 
biles, it is entirely probable that a 
temporary halt will be called on this 
industry before the end of 1925. In- 
asmuch as this is such a large busi- 
ness today, anything untoward in 
it will. immediately shake its weak 
manufacturers plus every one who 
supplies them with material, ad- 
mittedly a very large group. 

In the meantime business men do 
not pay enough attention to Irving 
Fisher’s commodity index and to 
the fact that this index, even though 
we are now five years from the end 
of the war, followed almost abso- 
lutely the curves that were recorded 
after the Civil War and the Na- 
poleonic Wars, and will be liable 
to follow these curves for the next 
twenty-five years. 





(Continued on page 58) 
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From $1,000 to $100,000 a Year 


How A. W. Lund Did It in a Town of 2,000 


IFTY years is a long business 

life, and particularly so when 

one spends the entire time in the 
same town. The month of Septem- 
ber saw the golden anniversary of A. 
W. Lund, founder of A. W. Lund 
Co., River Falls, Wis. The gradual 
growth from a business of $1,000 a 
year to over $100,000 has been the 
record achieved by Mr. Lund in a 
town which, according to the last 
census, was slightly under 2000 in- 
habitants. 


Fifty Years Ago 


When Mr. Lund first started in 
business in River Falls he required 
very little space, and his business was 
devoted largely to repairing wagons, 
carriages and manufacturing some of 
the material which was used in this 
connection. As the country settled 
and the needs of the community in- 
creased, Mr. Lund expanded his busi- 
ness to meet these requirements. To- 
day there is a complete line of hard- 
ware and several shops run in con- 
nection with the hardware store, such 
as harness shop, garage, woodshop, 
blacksmith shop, machine shop and 
tin repair shop. 

Until a year ago Mr. Lund re- 
mained as the active head of the 
business. It was then he incorporated 
under the present name of A. W. 





A. W. Iand, founder of 
4. W. Lund Co., River Falls, 


Wis. Above — the Lund 
store as it appears today 


much like the progress of our coun- 
try. The beginning was small and it 
was even necessary to cut away the 
timber to build the first store. As 
the early pioneers cut away the woods 
and opened up the lands for cultiva- 
tion, business kept pace with the 
growth of population and the increas- 


Lund Company and took into the or-» ing activity of the people. 


ganization some of the older and 
worthy employees. 
The history of this concern reads 


With the building of a concern of 
this size in a small town, Mr. Lund 
also seems to have been able to build 


into his business people who could 
carry out his ideas as well as his 
ideals. 

The fifty years of constructive work 
in his community had a fitting cli- 
max for Mr. Lund in a three months’ 
trip to the Scandinavian countries 
and a visit to his old home in Sweden. 
He returned to River Falls, however, 
last September, the same month in 
which he first came to the town, fifty 
years ago. 


An Interesting Store Paper 


Within the last year the company 
has been issuing a store paper un- 
der the name of Lund’s Messenger, 
and it is full of, matter interesting 
to the community from a news point 
as well as that of advertising. The 
little paper has been quite success- 
ful, and those whose names did not 
appear on the mailing list have lost 
no time in having their names added. 
It has been a complete demonstra- 
tion of how effective an advertising 
medium of this kind can become in a 
community. 

Lund’s is proud of its motto: 
“You can get most anything at 
Lund's.” It typifies to what extent 
a real hardware store can become 
a satisfactory and efficient servant 
to the community. The day of the 
big anniversary brought in large 
crowds. The youngsters were not 
furgotten, and each received a souve- 
nir of the occasion, while real bar- 
gains were offered to the grown-ups. 
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Colorado 


“I looked at that price book” 


HE Simmons Hardware Company was always 

stirring up its salesmen with a sharp stick for 

cutlery sales. It carried a very large and com- 
plete assortment, both of domestic and foreign cutlery. 
It kept a careful record of our sales and every month 
we were sent a large sheet in which they were 
listed. Every salesman could see how his sales com- 
pared with those of every other salesman in every part 
of the country. Of course it is much simpler and easier 
to sell goods out of a catalog than it is to open up a 
line of cutlery in some stuffy sample room and then 
have all the trouble of persuading a customer to visit 
your sample room. Even if a salesman was willing to 
work, selling cutlery took a good deal of time and most 
salesmen argued that they could sell more, goods in 
volume and really make more profit selling out of the 
catalog and not devoting so much attention to cutlery. 


Trouble with Cutlery Sales 


My cutlery sales, I must confess, were not in propor- 
tion to my other business. One Christmas when I 
made my annual visit to St. Louis, Mr. Simmons com- 
plimented me on my general business but he was very 
critical about my cutlery sales. Of course I had to 
have an alibi and I told Mr. Simmons that while I had 
prices on the general line to sell the largest and best 
trade in the West, I did not have the right prices on 
cutlery. I told him how manufacturers’ salesmen were 
visiting all the best trade and that I was not in a posi- 
tion to compete with these salesmen. 

Mr. Simmons listened to me very attentively—almost 
sympathetically. Finally he said—“Then it is your 


idea if you had the actual cost on our cutlery that you 
could largely increase your sales? Now how much 
could you increase your sales?” I assured him there 
was no doubt that if I had the right prices I could 
double them. In his quick manner he took me by the 
arm and rushed me up the stairs to the cutlery depart- 
ment. J.’ E. Pilcher, the vice-president of the com- 
pany, at that time was in charge of this department. 
Mr. Simmons told him that I visited the very best trade 
in Colorado and Utah, and that I thought I needed 
actual costs on cutlery in order to sell this trade. Mr. 
Pilcher was a gentleman who did not mince words. He 
objected to having one of the clerks go to all the 
trouble of making me up a special price book with the 
actual costs on cutlery. He told Mr. Simmons right 
before me that the trouble was I was too lazy to show 
my samples and that was the only reason I had not 
sold cutlery. ‘‘Now,” said he, “Mr. Simmons, he comes 
here to St. Louis and tries to impose upon you with 
this story of needing the actual costs.” Mr. Pilcher 
appeared to be very angry but Mr. Simmons argued my 
side of the case. He told Mr. Pilcher that I had prom- 
ised to double my sales on cutlery and he was sure if 
I were given the cost book that I would do it. There 
was a very heated discussion between them. I was 
afraid that I had started trouble that would lead to a 
disruption of the cordial relations existing between 
the management of the business. Mr. Simmons finally 
said to Mr. Pilcher—“‘Now, Mr. Pilcher, I give you 
positive instructions, without any further controversy, 
to give Norvell these actual costs and I want the book 
prepared for him before he leaves for his trip West.” 
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Then Mr. Simmons returned to his office and Mr. Pil- 
cher in the most sarcastic manner bawled me out for 
putting up such an idiotic talk as I had to Mr. Sim- 
mons. However, before I left I was handed a nice, 
little, red, leather-covered book in which all of the 
numbers of the pocket knives and other items in the 
cutlery line were entered in ink, and opposite each 
number was the cost in hieroglyphics. Realizing I was 
up against a very strong game in cutlery, I had my 
entire line of samples revamped—silk plush rolls in 
beautiful colors, etc. 


Something Had to Be Done 


So as I sat in the Pullman car on my way out to 
Denver and looked at that neat little red leather price 
book with the actual costs, I realized that I had com- 
mitted myself to an increased cutlery business and I 
knew that something had to be done. When I arrived 
on my happy hunting ground I did try that cost book 
on several customers, but I discovered when I would 
take out a pocket knife, for instance, and look at the 
number etched on the plate that it was exceedingly dif- 
ficult and tiresome to hunt uv the number of that par- 
ticular pocket knife in the cost book. I soon found any- 
how that the profits on the various lines averaged 
about a certain percentage. 

So it was not long before I found myself talking a 
great deal about my red cost book. I used it for ad- 
vertising purposes. I told my customers the story 
about having the actual costs and the bargains I could 
give them on cutlery. I did cut some prices on staple 
goods just to show what I could do but as a matter of 
fact, if the plain truth must be told, my cutlery sales 
did double, not on account of the red price book but 
simply because I took my sample cases either to the 
sample room in the hotel or to my customers’ stores 
and I devoted a good deal of my time to cutlery sales. 

Several years afterward when I returned to the 
house as a sales manager myself, J. E. Pilcher con- 
fided to me the fact that the little scene between him- 
self and Mr. Simmons about that actual cost book had 
been carefully rehearsed beforehand. “I suppose,” 
said he, “you felt very fine at having the president of 
the company overrule me and decide to give you a price 
book. What you did not see, you long-eared produc- 
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Morris rehearses his selling talk 


tion of Missouri, was the fact that you were commit- 
ing yourself to double your sales on cutlery!’ This 
little story had its moral and many times afterward 
when I became the president of a hardware house, I 
had fierce controversies with heads of departments 
and other officials about giving our salesmen the right 
prices and full and complete information. I wonder 
if these salesmen ever suspected that some of these 
scenes were all stage play! It is a shame now to be- 
tray the secret! 

I remember, on one occasion I was selling ae to 
Mr. Kent of the firm of Messrs. Kent & Stuchfield of 
Denver, and a very seedy individual came in selling 
an atlas. Mr. Kent was a very gentle man and had a 
keen sense of humor. I remember he drew out the 
old fellow and finally bought one of his books. When 
the sale was made, the antiquated book agent warmed 
up and confided to us that at one time in his life he 
had been one of the greatest book agents in the world. 
“You would hardly believe it,” he said, “but I have 
earned $100,000 a year selling books.” Mr. Kent studied 
him for a moment with his quiet manner and 
then remarked—“What a good time you must 
have had!” 

However, there were some customers to 
whom I could never sell cutlery. Not even my 
red leather price book beguiled them. They 
were factory buyers. They stuck to one line 
and they told me that I got enough of their 
business anyhow without taking over the 
cutlery line also. I therefore made up my 
mind that it was impossible to sell cutlery to 
some of these buyers. So, having made up my 
mind, I quit trying. I paid no attention to 
their cutlery showcases. 

Now I wish to tell the following story be- 
cause many salesmen are handicapped in mak- 
ing a success by such preconceived ideas. I 
would have sworn that no man—no matter 
how well posted on cutlery he was—could 
have sold cutlery from my house to these 
merchants. It was therefore with something 
A of a feeling of pity that I agreed by corre- 
yH)- spondence with Mr. Pilcher to allow a certain 
special cutlery salesman by the name of Morris 
to cover my territory with me. I was actually 
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sorry for the poor devil because I knew what these 
factory buyers would say to him when he attempted to 
sell our line. One fine day Morris arrived on the scene. 
He was equipped with a full-sized cutlery case without 
the glass. This case was manufactured with hinges 
so it could be folded up and packed in a trunk. Then 
he had velvet covered boards that fitted inside of the 
case in a series of steps. On these boards were elastic 
bands. When a line of pocket knives or other cutlery 
were displayed on these boards with the blades, all 
open, it was a beautiful sight. 

Now Morris was-a little fellow with very dark eyes. 
He had a very snappy manner. He first opened up his 
adjustable showcase with the velvet travs in my office. 
Then he said to me—“‘Now we will rehearse the sale 
of a line of cutlery to a customer. Of course the first 
thing to do is to sell him the idea of my new showcase 
with these movable shelves. When he is sold on this 
then we will tell him we make him a present of these 
shelves to fit his showcase free, gratis, for nothing, 
if he will buy a certain quantity of cutlery.” If I re- 
member correctly, it took a minimum $500 assorted 
order of cutlery to get these shelves. They were made 
to measure to fit any showcase. 


Rehearsing the Sales Talk 


So we called the office boy, Logan Oswald, and he 
served as the customer. Morris told me just where to 
stand at one side of the showcase. He stood just a 
little in front of the showcase and the “customer” was 
led to stand just exactly in a certain spot where his 
view of the velvet trays and the cutlery would be the 
best. Whenever Logan Oswald would move off his spot, 
Morris would gently take him by the arm and put him 
back. When I moved away from my spot, Morris 
would shriek at me to get back where he told me to 
stand. Then Morris started his talk. He had it 
learned word for word. At a certain point he would 
take a certain knife out of the case. He would ask the 
customer certain questions and when he reached a cer- 
tain part of the dialog, I was supposed to ask a cer- 
tain question. If I did not ask the question exactly ac- 
cording to instructions, Morris would fly into a terrible 
rage and tell me if I could not do better I would spoil 
the whole act. 

Well, I made up my mind that my trade would never 
stand for this sort of business. It was all too absurd 
and ridiculous but I promised Morris I would play my 
part just as he instructed me. So the next day I went 
out and brought to our sample room a regular hard- 
shell, factory-buying cutlery dealer. On the way to 
the office I could not help warning him not to laugh 
but to keep his face straight when Morris started his 
sales talk because I assured him it would be terribly 
funny. Then I also admitted to him that Morris had 
instructed me what to say and that I would have to 
say it. “Now,” I said, “keep your face straight and 
do not give me away.” 


Morris Swings Into Action 


When we arrived at the office I introduced this cus- 
tomer to Morris and immediately this cutlery salesman 
got into action. The customer was placed on exactly 
the right spot. Morris took his stand. I took mine 
and Morris started his talk. I winked at the customer 
and at the right time asked the right question. Then 
Morris went ahead and answered my question. I, of 
course, expected the customer to enjoy the whole scene 
but imagine my-surprise when he seemed to be tre- 
mendously interested in Morris, his talk, the cutlery 
display and the movable plush trays. He seemed to 
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forget all about the fun of the situation. He even for- 
got all about me. He asked Morris a lot of questions 
and asked him to come down to his store, look over his 
line of cutlery and his showcases and figure out just 
what arrangements could be made. I hardly expected 
this. Our customer told me that he had never seen 
such an attractive display of cutlery and he believed 
these trays would largely increase their sales, so Mor- 
ris went with him. The upshot was a $1000 order for 
cutlery from this factory buyer. I do not wish to ex- 
tend this painful story any longer but the fact remains 
that Morris covered my entire territory with me and 
placed his showcase and sold cutlery to factory buyers 
in all of my towns. On that one trip he sold $25,000 
worth of cutlery and I learned a lesson that I have 
never forgotten. For the first time in my life I real- 
ized that just because I thought a thing in a certain 
way was no reason whatever why other people should 
think in the same way! 


Morris Sells Bob Cary 


Bob Cary in Leadville also gave us a beautiful order 
for cutlery and took the showcase. On my next trip 
he led me aside in a very serious manner and re- 
marked—“Now it is all right to come here to Leadville 
with a special cutlery circus. I liked the showcase and 
I wanted the goods. I picked out the line of cutlery 
and while I may look like an ass and an ignoramus, I 
want you to understand that I counted the number of 
kinds of pocket knives I laid out. Now this friend 
Morris of yours has sent me just about double the 
quantity of cutlery that I ordered.” I was, of course, 
very sorry. I told Mr. Cary that he could ship it all 
back. I told him we certainly did not wish him to accept 
the cutlery if he had not ordered it. Bob looked at me 
without the twitch of an eyelash and said—‘“I would 
not have minded having my order stuffed in this way 
except for the fact that this fellow Morris, the special 
cutlery man of yours, comes to Leadville, stays here 
two days, does not know anything about the Leadville 
trade but sends me a better assortment of cutlery than 
I have ever had before. Now what I object to is not 
so much the quantity of cutlery as I do this blankety 
blank blank special man coming here, jollying me into 
buying all these goods and then sending me an assort- 
ment exactly according to his ideas and entirely re- 
gardless of mine—and a better assortment than I my- 
self could ever have picked out.” 


Jim Barnes Another Victim 


G. S. Barnes & Son of Colorado Springs, Colo., were 
great factory buyers. Jim Barnes was the last man 
in the world that I thought would be carried away 
and go loco on account of a few strips of wood covered 
with silk plush. “If you can sell Jim Barnes,” I said 
to Morris, “I will buy you the best hat in town.” We 
arranged our little scene in the sample room of the 
Hotel Antlers. Mr. Barnes arrived, we put him on the 
sacred spot and then exactly the same talk was started 
that I have heard time after time. At the right mo- 
ment I asked the proper question. Well, Morris sold 
Jim Barnes and after that I admitted that the age of 
miracles was not past and that anything in the world 
might happen. I bought Morris his hat. Where are 
you now, old Morris? What are you selling? I have 
not seen nor heard of you for years but I am sure if 
you have gone to Heaven that it would be the easiest 
thing in the world for you to sell St. Peter a gold 


brick!!! 


(To be continued) 
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New home of: Minnesota and South Dakota Associations at Minneapolis, Minn. 





J. A. Monson, pres. 
Minnesota Ass’n 


HE Minnesota and _ South 

Dakota Retail Hardware As- 

sociations have recently moved 
into their new home at Twenty- 
fourth Street and Nicollet Avenue, 
Minneapolis, Minn. The new build- 
ing was built and is owned by the 
Retail Mutual Fire Insurance Co. 
It is three stories in height, of brick 
and concrete construction, and is of 
the architectural style known as the 
“French residence type.” The in- 
surance company occupies the entire 
first floor, while the Minnesota and 
South Dakota Retail Hardware As- 
sociations are located on the front 
part of the second floor. 

The new building is_ strictly 
modern in every respect. Every 
convenience for the comfort of the 
employees has been installed. The 
basement is occupied by a large, 
well-lighted gymnasium, there is a 
cafeteria in which lunches are sold 


‘New Headquarters for 


Minnesota and 
South Dakota Assn’s 


at cost to the employees, and there 
are recreation rooms for both men 
and women, together with locker 
rooms and shower baths. An au- 
tomatic air washing machine thor- 
oughly cleanses the air of the entire 
building every three minutes. 

To the younger members of the 
hardware trade, the early beginnings 
of the various State associations are 
not well enough known to appreciate 
that it was only through the untir- 
ing efforts of some of the early 
leaders that the present high stand- 
ing of the hardware fraternity was 
attained. 

The first Minnesota association 
meeting was held April 29, 1897, in 
the House of Representatives of the 
State Capitol at St. Paul. Approxi- 
tnately 200 hardware men attended 
and the convention was called to or- 
der by Charles F. Ladner, St. 
Cloud, the present president of the 





* C. H. Casey, sec’y 
Minnesota Ass’n 


insurance company and also one of 
the directors of the association. 

A. T. Stebbins, Rochester, then a 
State Senator and later president of 
the National Retail Hardware As- 
sociation, was made chairman of the 
temporary organization. Out of the 
200 charter members, sixty-four are 
still in the retail hardware business 
of the State. 

G. M. Evenson, at that time a re- 
tailer at St. Peter and now sales 
manager for the Knapp-Spencer Co., 
Sioux City, Iowa, was made the first 
secretary. He remained in this ca- 
pacity until the first annual conven- 
tion when a full time paid secretary, 
J. W. Clark of Minneapolis, was 
elected secretary on a full time paid 
basis. 

When Mr. Clark succeeded to the 
office the headquarters were moved 
from St. Peter to the Boston Block, 
Minneapolis. In 1905 the offices 
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were moved to the Metropolitan Life 
building where they remained until 
the new building was made ready. 
It was during Mr. Clark’s term of 
office that the idea of the Mutual In- 
surance Co., was first germinated, 
the final organization being made in 
1899. About this time Mr. Clark 
was succeeded by Thomas Mc- 
Cracken, father of Thomas G. Mc- 
Cracken, present secretary of the 
Retail Mutual Fire Insurance Co. 
The insurance company was _in- 
corporated separately, although the 
same officers and directors served in 
both organizations. 
Mr. McCracken 
continued as sec- 
retary of the dual 
organizations until 
he was succeeded 
in 1902 by M. A. 
Mathews. 

On June 1, 1912, 
it was decided that 
the dual secretary- 
ship was too heavy 
for one man and 
H. O. Roberts was 
elected secretary 
of the Minnesota 
Retail Hardware 
Association. Mr. 
Mathews continued 
with the insurance 
organization until 


The Unbalanced Condition 


of Industry 
(Continued from page 52) 


The thing most needed today by 
the American business man is an 
up-to-date appraisal of his replace- 
ment cost, to determine his real net 
capital investment. How absurd it 
is to value the railroads at $19,000,- 
000,000, the estimate made in 1913 
or 1914, whereas the replacement 
cost, according to Fisher’s commod- 
ity index, is certainly 50 per cent 
higher. And this is the amount 
upon which they must earn and 
translate their expenditures. Many 
other businesses are operating on 
a like basis. Whereas for 1922 the 
average per capita income in terms 
of the purchasing power of the dol- 
lar had fallen $12, or from $354 to 
$342, the income of the wage earner 
had increased 33 1/3 per cent. 

At two different periods after the 
Napoleonic Wars and at two dif- 
ferent periods ,after the Civil War 
soup lines were the vogue for three 
years at a time. We are going to 
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his death in 1919, when he was suc- 
ceeded by the present secretary, 
Thomas G. McCracken. Mr. Roberts 
held office until his resignation in 
August, 1923, when he was suc- 
ceeded by C. H. Casey, Jordan. Minn., 
past president of the National Re- 
tail Hardware Association, and also 
past president of the Minnesota Re- 
tail Hardware Association in 1913. 
In 1918 Mr. Shepherd, then secre- 
tary of the South Dakota Retail 
Hardware Association, resigned and 
H. O. Roberts was elected secretary 
of that organization, maintaining 





Minnesota cnd South Dakota 





get one of these periods some day. 
I would say that 1925 is about the 
time that we can look for a marked 
reaction. 

The firm that does not involve it- 
self in too much additional fixed 


capital nor obligate itself too far. 


into the future for its circulating 
account will probably come out best 
in the long run. 





Send Out Winter Auto 
Accessory Circulars 


SPECIAL circular has been pre- 
pared by the Kelly-Duluth Co., 
Duluth, Minn., covering auto acces- 
sories necessary in cold weather. As 
soon as the winter season approaches 
these circulars are broadcasted to the 
names on the mailing list, distributed 
as hand bills, used as stuffers in en- 
velopes and wrapped in packages. 
Babe Ruth hits the ball just at the 
right time and Kelly-Duluth by cir- 
cularizing winter auto accessories 
just when they are needed cracks 
sales wide open. 


Associations 
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the one headquarters for the two 
organizations. Mr. Casey succeeded 
him as_ secretary of the South 
Dakota association as well as Minne- 
sota in 1923. 

At the present time the Minne- 
sota Retail Hardware Association 
has a membership of 1437 while the 
South Dakota organization numbers 
477. Besides the secretary there are 
eight employees in the office. The 
services rendered include help in ac- 
counting, advertising, credit infor- 
mation, freight bill auditing, com- 
piling of credit guides, employment 


bureau, informa- 
tion bureau, legal 
advice, merchan- 
dise exchange, 


sales promotion, 
stock arrangement, 
store plans and 
window displays. 
The Retail Hard- 
ware Mutual Fire 
[Insurance Company 
has grown until it 
is now admitted in 
forty-seven States 
and carries net 
$124,000,000 insur- 
ance. There are 
forty office em- 
ployees besides the 
secretary, and 
forty-eight agents. 


Hanson Has Unique Delivery 
System 


HE expense and uncertainty of 
the delivery problem has been 
solved: to the satisfaction of the 
Hanson Hardware Co., Rochester, 
Minn. The delivery man owns his 
own car and is paid a flat salary each 
week. He assumes all expense on 
the car and the trouble that for- 
merly fell upon the shoulders of the 
firm. In case he is not making trips 
he works around the store to fill in 
the time. O. V. Hanson says: “We 
have found this very practical, after 
having had three years’ experience 
previous to this last employee, who 
is now doing this work satisfactorily 
for us. We believe this is one way 
of keeping down expense and saving 
ourselves a great deal of trouble.” 
If this system has proven efficient 
for the Hanson Hardware Co. it 
would no doubt be a good one for 
other firms to adopt, for it’s a money- 
saver. And it might be added that 
money-saving plans are popular in 
these days. 
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Paint Dollars 
and How They 


Are Invested 





By R. W. LEVENHAGEN 


Vice-President and Sales Manager 
The Glidden Company 
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VERY man wishes he had 

more life insurance. We all 

insure our property against 
fire. Money so spent is .well in- 
vested. How about the dollar 
spent to have a building painted? 

Large banks are competent judges 
of good investments. Did you ever 
hear of any bank doing without 
paint? They cannot afford to, 
neither can any other property 
owner. 

Let us figure how the dollar sptnt 
for paint is invested. Here is the 
paint dollar, and with some varia- 
tion for local conditions each 100 
cents is divided according to the 
following. 


Property Insurance 


If 45 cents is allotted to property 
insurance, the allowance is con- 
servative, as it would be difficult to 
invest the same amount of money 
in any other form of insurance 
where it would return as much. 
From 4 to 10 per cent, according to 
the type and location of the build- 
ing, is the proportionate cost of the 
painting contract on most new con- 
struction. 

Serious defects due to deteriora- 
tion often begin to appear in less 
than two years on steel and in four 
or five years on woodwork. A paint 
film costing an average of 6 per 
cent protects the remaining 94 per 
cent of the property for years. Is 


it worth 45 cents of the paint dol- 
lar? 
One-fifth for Beauty 


Thousands of dollars are spent 
on decoration. Not long ago the 
chief attribute of paint was consid- 
ered to be the beauty gained by its 
use, yet we will charge off only 20 
cents of our paint dollar for beauty. 
Only one-fifth of our paint dollar 
for beauty, but no one other item 
adds so much to the attractiveness 
of the building as that produced by 
the painters’ brush. 

As the world improves—as more 
attention is given to the well being 
of the general public, sanitation 
comes in for a very large share of 
attention. Causes for one disease 
after another are located, and care 
is taken to prevent epidemics and 
even individual cases by removing 
the cause. Germs cannot live with- 
out a place for lodgment—they 
breed in dirt. A smoothly painted 
surface offers little chance for dirt 
to gather, or germs to thrive. A 
good paint film fills the crevices and 
seals the cracks, closes the space 
where the moldings are put on wood, 
seals each such space against 
germs. If we charge 15 cents 
toward disease prevention and sani- 
tation in general, it is a good in- 
vestment. 

Quarter soldiers in a dirty barn, 
or force a family to live in a shed, 


and see how long before they begin 
to slack off in their appearance. It 
is not only appearance—when a man 
is careless about that he quickly 
loses his care about details of all 
kinds. 

Great factories, immense stores, 
our public schools, in fact every 
building where many people come 
together regularly, have often 
proved the effect the surroundings 
have on the occupants... Large em- 
ployers of labor have shown by pro- 
duction tests that light, clean, at- 
tractive walls and ceilings increase 
output, reduce overhead and make 
bigger profits. 


Morale—That’s the Word! 


Millions were expended during 
the war to keep up the morale of 
the army. Morale—that is the 
word. Keep up the spirit of your 
family, your employees, by giving 
them light, attractive quarters—do 
it with paint! Will 10 cents of the 
dollar be too much to pay for 
morale? 

That leaves just 10 cents, which 
will not begin to cover the saving 
on electric light bills, cost and labor 
saved in cleaning, and security 
against accident due to better light 
conditions. 

The whole study of the paint dol- 
lar spells satisfaction and we re- 
peat, each dollar invested in paint- 
ing is well invested. 
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Last of Surplus War Property 
to be Disposed of by June 30 


The War Department recently an- 
nounced that every effort will be made 
to clean up the remaining surplus war 
property before the close of the fiscal 
year which ends June 30. 

The first sale of importance is to be 
held in Boston, Mass., Jan. 17., 
followed in February and March with 
sales at army depots in Brooklyn, 
Chicago, San Francisco and San An- 
tonio. These sales will be quarter- 
master auctions and for the major 
part consist of textiles, wearing ap- 
parel and general merchandise. Sales 
of an entirely different character are 
to be held shortly when certain large 
real estate and manufacturing plant 
holdings located in the United States 
and Canada will be sold. 

During the past year the question of 
disposing of the remaining surplus in 
two or three large block sales to the 
highest bidder and winding up the War 
Department's liquidation activities at 
the earliest possible date, has been 
under consideration. This idea has 
been dismissed, however, as having 
too injurious probabilities in its effect 
on American industry and trade. Such 
a scheme was attempted by Great 
Britain last March, War Department 
officials pointed out, when the British 
Government, anxious to wind up its 
disposal campaign, offered in a single 
block its remaining surplus appraised 
at yf org fifty million dollars. 
The British Government received no 
offer which could, in the public in- 
terest, be accepted. The policy of the 
United States Government as regards 
War Department liquidation has from 
the outset been “one of sympathy to- 
ward its manufactories and business 
firms,” stated a War Department offi- 
cial, “and to have thrown excessive 
stocks on the market at any one time 
would have incurred harsh and just 
criticism of our Government.” 

It was pointed out that the British 
Government, faced with a more serious 
liquidation problem, is _ practically 
cleaned out of war surplus. War De- 
partment officials stated that this was 
undoubtedly due to the fact that the 
British Government followed a policy of 
disposing of its surplus property in as 
short a period as possible and huge 
blocks of classified stocks were sold at 
frequent periods through agencies on 
a commission basis. 

“If the comment in English trade 
publications is to taken seriously,” 
a War Department spokesman re- 
marked, “that policy was less con- 
siderate of home manufacturing and 
mercantile interests than the Ameri- 
can Government’s policy. Furthermore, 
it must be remembered that the British 
Government sold its surplus to the wide 
world, whereas the United States 
Government has sold to American mar- 
kets only, except in cases of certain 
materials stored abroad, and materials, 





‘such as standard European rolling 


stock, for which no American market 
existed.” 

The remaining surplus of the War 
Department, with the exception of real 
estate and "plant properties, is to be 
concentrated by samples at the larger 
army depots and sold by public auc- 


tion. Such depots are Boston, Brook- 
lyn, Chicago, San Francisco and San 
Antonio. 


War Department officials asserted 
that the success of the War Depart- 
ment’s liquidation campaign, which has 
sold in five years’ time materials cost- 
ing the Government nearly three bil- 
lion dollars, is due to newspaper and 
business paper advertising. With the 
exception of the auctioneers who have 
cried many of the sales, big ng is 
the ‘only salesman that has been em- 
ployed by the government. For adver- 
tising space, booklets, engravings and 
art work the War Department has 
spent approximately $1,400,000. This 
represents, it is said, a selling cost of 
less than one-half of one per cent. 





F. T. Chase Vice-President 
of Zinke Co. 


_ Frank T. Chase, a well known figure 
in the automotive industry, has re- 
cently become vice-president in charge 
of merchandising of the Zinke Co., man- 
ufacturer of automobile parts and 
equipment, 1323-1325 Michigan Boule- 
vard, Chicago, III. 


Parker Metal Goods Co. 
Adds to Line 


The Parker Metal Goods Co., Worces- 
ter, Mass., has recently made a number 
of additions to its line of wire goods, 
chain end hooks and repair links for 
truck and automobile chains. The 
company’s repair links for truck chains 
are made from No. 3/0-1/0-2 wire, No. 
3-4-5-6-7 wire being used for the 
automobile chains. The units are 
packed in boxes of 100. 





Machold Will Address 
N. Y. Hardware Dealers 


H. E, Machold, speaker of the New 
York State Assembly and a probable 
candidate this year for the guberna- 
torial nomination on the Republican 
ticket, will be the principal speaker 
at the morning session of the New 


York State Retail Hardware Associa- 
tion, Feb. 22, at the Hotel McAlpin, 
New York City. 





Metropolitan Banquet 
Jan. 29 Will Have Record 
Attendance 


The tenth annual banquet of the 
Metropolitan Hardware Association, 
which will be held at 7.15 p. m., 
Tuesday, Jan. 29, at the Hotel 
Commodore, Forty-second Street and 
Lexington Avenue, New York City, will 
be the largest attended hardware ban- 
quet on record judging from the num- 
ber of tickets that have already been 
sold to manufacturers, jobbers, sales- 
men and retailers. H. A. Cornell, 121 
Court Street, Brooklyn, N. Y., chairman 
of the banquet committee, says that a 
larger number are expected this year 
than have ever attended before. 

The Metropolitan Hardware Associa- 
tion is the clearing house for the hard- 
ware associations of Manhattan, Bronx, 
Brooklyn, Westchester County and 
northern New Jersey. The annual ban- 
quet of the Metropolitan association 
has come to be regarded as a trade 
institution and is attended by manufac- 
turers, jobbers, salesmen, and pur- 
chasing agents from all parts of the 
metropolitan territory. A large num- 
ber of hardware producers and dis- 
tributors from Pennsylvania, New 
York, New Jersey and Connecticut also 
attend. Last year more than 8:00 
ear men attended the banquet. 

J. Atkinson, president of the New 
York State Retail Hardware Associa- 
_y is also president of the Metropoli- 


“a banquet committee is as follows: 
A. Cornell, 121 Court Street, Brook- 
wi chairman. R. J. Atkinson, 1334 
Broadway, Brooklyn, N. Y.; A. M. 
Bedford, New Rochelle, N. Y.; .. de 
Bruhns, 152 Amsterdam Ave., ie # 
City; Henry Bond, 285 Wyckoff Ave., 
Brooklyn, N. Y.; Alfred J. Birken- 
meier, c/o Birkenmeier and Kuhn 525 
Clinton Ave., Newark, N é. 
me Tuckahoe, N. Y.; W. J. ‘Crigar, 
c/o J. T. Doremus Co., Paterson N. J 
Edward PF. Daily, c/o "ALN ar itelose. 2 43 
Hamilton Ave., Brooklyn, N. Y.; Harry 
Douglas, 2415 Jerome Ave., N. Y. City; 
Bertram Fowler, Mount Vernon, Bas Rot 
. V. Hawkins, Hempstead, L. IL; 
Frederick Hepp, 1400 Third Avenue, 
N. Y. wis 7 “oe 5401 Fifth Ave., 
Brooklyn . A. Kruger, White 
Plains, yn, N v: Lawrence — 
Bergen Ave., Jersey Cit ~ ag 5 ie we 
Littell, Jr., c/o Benj. Myer FS New- 
ark, N. J.; Matthias Ludlow, 97 Mar- 
ket St., Newark, N. J.; Morris Miller, 
620 Newark Ave., J ersey City, N. J.; 
Sidney J. Milligan, Mechanic St., New- 
ark, N. J.; ¢ Joseph Ringler, c/o Benj. 


ae 0. 4 728 Third Ave., N. Y. 
City; H p> pene. 4621 Third Ave., 
ak Pols Louis ees 734 


Willow Ave., Ho ken, N 
Schneider, 196 Avenue A, N. ¥.o 
Shimell, 414 W. Broadwa a 
J.J. Snyder, Sn der gee Bedford Aves., 
Brooklyn H. Tilson, 819 
Sixth ve. eo Y. Giiy. 
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H, L. Imler Elected 
President North 
Jersey Ass’n 





New York State President Praises 
HarpwareE Ace—Two Firms | 
Admitted as Members 


The election of officers, an address 
by the president of the New York 
State Retail Hardware Association and 
the discussion of trade topics consti- 
tuted the main features at the North 
Jersey Hardware & Supply Associa- 
tion meeting Jan. 8 at the Down Town 
Club, Newark, N. J. H. L. Imler, Eliza- 
beth, N. J., was elected president, to 
succeed W. J. Crigar, Paterson, N. J. 

W. D. Morris, of the Merchants 
Legislative League, one of the speakers, 
urged the need of having stricter legis- 
lation licensing electricians, steam- 
fitters and all workers engaged in the 
building trades. 

R. J. Atkinson, president of the New 
York State Retail Hardware Associa- 
tion, spoke on the convention to be held 
by his association in New York City, 
February 19-22, and also about the 
Metropolitan banquet to be held Jan. 
29 at the Hotel Commodore. 

Speaking about association work, Mr. 
Atkinson said: “We are all more or 
less preachers to our clerks but seldom 
treat our own. shortcomings § as 
severely as theirs.” He urged larger 
attendance at association meetings and 
more attention to trade papers. In 
this connection he said that he had 
recently subscribed to HARDWARE AGE 
for his clerks and that he has already 
been repaid for doing so because of an 
article in the Jan. 3 issue by Llew S. 
Soule entitled “The Fellow Who Fails 
to Put Goods Back in Stock.” 

“T’ve preached about that for years,” 
Mr. Atkinson said, “but it never did 
any good. But one of my clerks read 
that article in HARDWARE AGE and then 
they all read it, and it now looks as 
though one of my biggest problems is 
going to be settled.” 

The Atkinson letter on conventions 
published in the Jan. 10 issue of HARD- 
WARE AGE was read to the Jersey 
dealers by Wm. F. Littell, Jr., secre- 
tary of the association, and a number 
expressed their opinions on it. These 
opinions will be published next week 
in a symposium that is being prepared. 

The two new firms admitted to 
membership by the association were: 
Louis Brey, 264 Central Avenue, Jer- 
sey City, N. J., and the Marmon Hard- 
ware Store, Kent and Division Streets, 
Trenton, N. J. 

H. L. Imler, the new president of 
the association, is wel own in hard- 
ware circles in northern Jersey. He 
is president and secretary of the Kirby- 
Stack Hardware Co., Elizabeth, N. J. 
He joined that company in 1916 as a 
member of the firm and in Nov., 1923 
bought all of the stock and assumed 
full control of the company. In July 





of that year the Kirby-Stack Hard- 
ware Co. took over the stock of the 
B. F. Tuttle Co., Russell Park. N. J., 
which is now the Russell Park Hard- 
ware Co. and a separate corporation 
from Kirby-Stack. 

The full slate of new officers is as 
follows: H. L. Imler, president; Arthur 
Manser, first vice-president; A. G. 
Birkenmeier, Jr., second vice-presi- 
dent; Louis Schelling, third vice-presi- 
dent; William Littell, Jr., secretary 
and treasurer. The executive com- 
mittee is composed of the following: 
W. J. Crigar, Matthias Ludlow, A. R. 
Barton, V. A. Whitla, Morris Miller, 
Robert G. Stone, S. J. Milligan, C. F. 
Werner. The nominating committee 
was composed of the following mem- 
bers: Morris Miller, A. C. Birkenmeier, 
Jr., and J. Fred Meyer. 


McLauthlin Vice-President 
Carpenter-Morton Co. 


A. Irving McLauthlin, who has been 
associated with the Carpenter-Morton 
Co., manufacturer of paints, varnishes 
and paint specialties, Everett Station, 
Boston, 49, Mass., was elected vice- 
president of the company at a recent 
meeting of the board of directors. 

Mr. McLauthlin first entered the 
employ of the company in 1885, when 
the firm was known as Carpenter, 
Woodward & Morton, starting in as 
office boy at the age of sixteen years. 
At the end of the first year he was 
transferred to the shipping depart- 
ment. 

When the company moved to its 
present location, Sudbury Building, 77 
Sudbury Street, Boston, Mr. McLauth- 
lin was placed in charge of the retail 
department, and later was made pur- 


say ay, ge 

On Dec. 27, 1920, Mr. McLauthlin 
was elected a director of the company, 
and vice-president on Dec. 29, 1928. He 
is also clerk of the corporation and 
assistant treasurer. 








Marlin Receivers Deny 
Rumors of Sale 


Reports current in local trade circles 
to the effect that the Marlin Firearms 
Corporation, New Haven, Conn., has 
been sold are entirely unfounded, ac- 
cording to information given to a HARD- 
WARE AGE representative at the office 
of Eugene S. Bibb, New York City. 
Mr. Bibb, together with Louis H. 
Strouse, has been acting as equity re- 
ceiver for the firm since last August. 





George P. Hart to Sail 
Around the World 


George P. Hart, formerly president 
Stanley Works, New Britain, Conn., 
will sail on Jan. 18 from New York for 
a trip around the world. Mr. Hart ex- 
— to arrive back in New York, May 
24, 





Frank Horr Dead 


Was First Traveling Salesman of 
American Screw Co. 


Frank Horr, American Screw Co., 
Providence, R. I., died suddenly at his 
home in that city, Sunday, Jan. 6. -Mr. 
Horr was the first regular traveling 
representative of the American Screw 
Co., a position he held for forty-one 
years. e devoted most of his energies 
to the New England trade, and was 





Frank Horr 


not only widely known and respected, 
but noted for his kindly disposition and 
his wide and varied circle of friends. 
Mr. Horr was a charter member of 
the New England Hardware Associates. 
At the time of his death he was 
seventy-six years old. Funeral services 
were held in Providence, Jan. 9. He 
is survived by Mrs. Horr and a 
daughter, Priscilla. 





No Change in. Wire Fence 
Simplification 

The standing committee on Woven 
Wire Fence met at the Department of 
Commerce Jan. 4 to study the status 
of the woven wire fence simplification 
program adopted by 90 per cent of 
the industry under date of Sept. 1, 
1923, and decided to let present plans 
remain in force without change until 
the next scheduled meeting in July. 

The recommendation as it now 
stands embodies the work of a gen- 
eral conference of all interested called 
in July, 1923, by the Division of Sim- 
plified Practice of the Department of 
Commerce at the suggestion of the 
National Fence Manufacturers’ Insti- 
tute to consider possible elimination of 
needless styles, sizes, etc., of woven 
wire fence. 

Reduction from 552 styles of woven 
wire fence to 69 and reduction from 
2,072 sized packages to 138, resulted 
from the July conference. 
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Ever-Grip Wrench Co. 
Organized 


A new corporation known as the 
Ever-Grip Wrench Co., Chicago, IIL, 
has been formed for the manufacture 
of wrenches. The factory is located at 
4711 West Lake Street and the office is 
at 129 South LaSalle Street, Chicago. 
The present plant is about 50x 100 and 
is equipped to turn out between three 
and five hundred wrenches per day. 

The officers of the comnany are as 
follows: R. L. Evans, president; M. B. 
Hitchcock, vice-president; H. S. Coffin, 
treasurer, and A. J. Laverty, secretary. 

The Ever-Grip wrench is made in 
two styles, one a nut wrench and the 
other a pipe wrench. Instead of using 
a small knurled thumb screw for ad- 
justment, the entire handle is used. 





DuPont Paint Division 
Holds Convention 


The Paint and Varnish Division of 
E. I. du Pont de Nemours & Co., Inc., 
Wilmington, Del., of the Eastern Dis- 
tricts, outlined sales policies for 1924, 
at a convention held at Philadelphia, 
Jan. 3-4. Addresses on the company’s 
selling program were delivered by S. B. 
Woodbridge, director of sales; A. H. 
Avery, district manager, New England, 
and B. H. Ring, trade sales manager, 
New England. 
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A convention banquet was held at 
the Hotel Adelphia on Jan. 4. The 
company announced an 
paint and varnish business for 1923 of 
over 45 per cent above the previous 
year. 

L. P. Nemzek, technical director and 
manager of industrial and railway 
sales, discussed quality and production. 
E. Thompson, assistant general 
manager, outlined some of the things 
the company is doing in chemical re- 
search and control in its paint and 
varnish division. 


P. & F. Corbin Suffers 
Fire Loss in Chicago 


A severe fire partly destroyed the 
building occupied by P. & F. Corbin, 
Chicago, the night of Jan. 10. Two 
floors were badly damaged. The stock 
was untouched by fire but was consid- 
erably damaged by water. . Hardware 
for several large building projects was 
untouched. Business has been resumed. 
George E. Watson Co., paint dealers 
next door, were threatened by the blaze 
but suffered little damage. 








F. Hibbard Sails for Europe 


Frank Hibbard, vice-president Hib- 
bard, Spencer, Bartlett & Co., Chicago, 
Ill., will sail from New York on Jan. 
16 for a six weeks’ vacation at Cannes 
on the French Riviera. 


increase in- 
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Brooklyn Dealers Discuss 
Credit Forms 


A discussion on ways and means of 
controlling credit extension was the 
principal feature, Jan. 10, at the meet- 
ing of the Brooklyn Hardware Dealers’ 
Association, Johnston Building, Brook- 
lyn, N. Y. R. J. Atkinson, president 
of the New York State Association, 
proposed a form to be filled out by 
individuals and firms requesting credit. 

The questions included in this form 
were: name and address of the firm 
or individual, officers of the firm, bank 
references, trade references, amount of 
credit desired and the proposed terms 
of settlement. 

H. A. Cornell in speaking on the 
question said that in his experience he 
had found that most references were 
useless. The firm or individual asked 
to give references, he said, always 
give the names of other individuals or 
firms that are either friends or con- 
cerns that know nothing about the one 
giving the reference except that they 
have always found them satisfactory. 
A large bank balance, Mr. Cornell de- 
clared, sometimes means unpaid bills. 
The matter was turned over to a com- 
mittee headed by Mr. Atkinson for fur- 
ther study, and the drafting of a form 
to be printed by the association. 

Robert Pearsall, secretary of the 
association, was presented with a new 
portable typewriter. Frederick Horn, 
president, presided. 
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Girls in a brush factory setting up varnish brushes 


Paint Biases and How They Are Made 


LL bristle is bought at a price 
A per pound and is figured by 
weight throughout the vari- 
Ous. processes in the manufacture 
of brushes. Consequently, when 
the prepared bristle is ready for 
brush making it is weighed out on 
very delicate scales into smaller 
bunches, each one representing the 
exact amount (down to a sixty- 
fourth of an ounce) that is to go in 
each brush. In a brush having a 
white “casing” on the outside and 
black or grey bristles in the middle, 
a weighing of each kind of stock is 
necessary for each brush. These 
small bunches of bristle are then 
laid out in a convenient manner for 
the brush-maker to place into the 
metal bands or ferrules. 

The handling of bristle at this 
stage of manufacture of brushes 
requires great skill. At this point 
—even though the bristle has been 
properly combed and mixed—the 
finished brush can be made to turn 
out badly if the bristle is not 
handled properly. Before insert- 
ing the bristles in the ferrule, each 
bunch must be carefully tapped on 
a smooth surface in order to bring 
all the butt-ends on one plane; the 


By CLIFF FOSS 


EpiTor’s NOTE.—This is the second 
instalment of the short series of ar- 
ticles by Mr. Foss on the manufac- 
ture of paint brushes. The third 
article will be published in an early 
issue of HARDWARE AGE. 





flag ends must be turned so that the 
slight curvature of the bristles al- 
ways points toward the center of the 
brush, otherwise the brush is apt 
to “flare” (this process of turning 
the flag ends toward the center of 
the brush is called “turning the 
bends’’) ; the bristles must be equal- 
ly distributed in the ferrule to pre- 
vent fingering or splitting when in 
use. Many other details must be 
carefully watched in order to insure 
a really high-grade brush. 

If you have ever pulled the paper 
wrapper off a paint brush and then 
tried to push it back on again over 
the bristles, you may wonder how 
the brush-makers ever get more 
than about half the bristles in the 
ferrule. The answer is easy. They 
lay a strip of paper out flat; place 
the bunch of bristles on the paper; 
wrap the paper tightly around the 
bristles, then slip the tin ferrule 


over paper and all. Sometimes, par- 
ticularly with varnish brushes, they 


put an ordinary rubber band instead 


of paper around the bristles to hold 
them together while slipping on the 
ferrule. 

In making wall brushes, which 
have a Wooden strip in the center, 
the ferrule or tin band is slipped 
only about half way up on the 
bristles so that the butt ends which 
are to be cemented, extend about 
1 in. beyond the band. These butt 
ends are divided and the wooden 
strip inserted, then the ferrule is 
slipped on down until about %% in. 
of the butt end remains in the fer- 
rule. 

The bristle for varnish brushes, 
instead of being placed directly in 
the ferrules, is first put flag end 
down into oval-shaped cups, the bot- 
tom surface of which is concave, 
so that when the bristles are tapped 
firmly down upon this surface it 
will produce the chiseled or tapered 
edge, which is so desirable in a 
brush designed for flowing varnish 
on a surface. The bristle is then 
transferred from the cup to the 


ferrule in a manner very similar to. 


that described above. 
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AM constantly asked—“What is the relation be- 
| tween the salesman and advertising? What is 

the relation between the sales manager and the 
advertising manager?” The frequency with which 
this question comes up indicates that many sales man- 
agers, salesmen and advertising men as well as busi- 
ness executives and retail merchants, desire light on 
the subject. 

The man who writes these sales manager articles is 
in charge of the selling of a large manufacturing con- 
cern making a long line of goods. These goods are 
nationally advertised and are sold throughout the 
country through jobbers. 

Recently at their sales convention they asked one of 
the leading advertising men in the United States to 
address them on the subject of—‘“The relation between 
salesmen and advertising.” This address was so clear 
and clean-cut that the sales manager feels he can 
not do any better for the readers of HARDWARE AGE 
than to give a stenographic copy of the major part of 
this address. This address will not only be interesting 
to salesmen but it should also be carefully read and 
digested by executives, sales managers and advertising 
men, not only of manufacturers but also of jobbers 
and retail merchants. I especially hope that the 
retail merchant will take the time and trouble to 
read this address because I am sure it will clarify in 
his mind the entire subject of advertising. As the 
retail merchant is the last link in the distribution of 
goods between the manufacturer and the consumer, 
he is directly interested in advertising and its func- 
tions. As the retail merchant buys his goods from 
manufacturers’ and jobbers’ salesmen, he should be 
just as much interested as any one else in the relation 
between salesmen and advertising. 

I regret that the speaker objects to our using his 
name. As we have statei above, it is one of the big 
names in the field of advertising in this country. It 
may not be out of place for us to say, however, that 
he is not an advertising agent. He is the man who 
handles the advertising for a very large corporation— 
a concern whose sales run up into millions. The 
business of this man is advertising. Advertising is 
one of the most important parts of the business of his 
corporation and he directs not only the sales policy 
of his business but the advertising also. He is a 
very practical man with years of experience. He is 
not only that but he is an exceedingly clear thinker, 
and, if the following article is read carefully and 
thoughtfully, I am sure it will clear up the thinking 
of all of us on the relation of advertising to sales- 
manship. 

“THE SALES MANAGER” 


The address follows: 

“There are three kinds of advertising. You can 
classify advertising in many different ways, but for 
the purpose of our consideration today, I look on 
advertising as fitting into three different pigeonholes. 
It is an arbitrary classification, but it is a useful one. 
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What Is the Relation Between 


I want to describe first two kinds of advertising in 
which I do not think you are greatly and immediately 
interested and then reserve a third one for a more 
extended consideration. 


“Demand Advertising” 


“A first kind of advertising, you might call: ‘de- 
mand advertising.’ It is the kind of advertising and 
the amount of advertising that results in consumers— 
the actual final users of products, going into a store 
and saying—‘I want so-and-so’—naming a brand and 
a product and probably not being satisfied unless they 
get it. That form of advertising is a desirable goal 
for a manufacturer to set for himself. It is a goal, 
however, which can be reached only under very un- 
usual conditions and I think you will agree with me 
that those conditions are chiefly the following: 

“A product—an advertised product—to reach that 
goal of insistent demand on the part of the consumer 
must usually be a kind of product which sells for a 
relatively low price and which is bought over and over 
and over again by the consumer—chewing gum, soap, 
small packaged candies, cigarettes and items of that 
sort. In connection with products of that sort, adver- 
tising must play a very large part in sales if sales are 
to reach large volume. The goal of insistent consumer 
demand is a desirable and natural one for manufac- 
turers to set for themselves—a goal in itself not at 
all illegitimate—not in itself at all antagonistic to the 
interests of dealers or salesmen, but one which very 
few manufacturers can ever hope to achieve. Rela- 
tively few of us have products of the sort I have tried 
to characterize. Also, relatively few of us have the 
second requisite for the achievement of that goal— 
namely, practically unlimited financial resources which 
would endble us to pour money into the advertising 
reservoir, investing it—if you please—over a period 
of years until the results begin to show, as is usually 
necessary in cases of that sort. 


What Happens to the Salesman? 


“Despite the fact that few of us can achieve that 
particular goal, and I assume that you have not set 
that goal for yourselves—it is interesting to see what 
happens to the salesman when that goal is set and 
when it is reached. One or two things happen to the 
salesman when that time occurs. I can illustrate them 
by referring to two well-known organizations. 

“The first is the Wrigley Chewing Gum Company. 
That probably is the most outstanding example in the 
country today of achieving the goal of insistent con- 
sumer demand. I do not know whether you are aware 
that the Wrigley Company employs only sixty sales- 
men. Well, how far do sixty salesmen go in calling 
on probably a quarter of a million dealers who handle 
Wrigley Gum? What literally has happened there is 
that advertising has largely taken the place of sales- 
men. The salesmen whom they have call chiefly on the 
wholesale distributors, and in case of declining sales 
in a given community they jump in and make an in- 
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Salesmen and Advertising? 


tensive retail canvass. The activities of the salesmen, 
however, have relatively small effect on sales. Now 
that is nothing to criticize. It is nothing to be sorry 
about. That is Wrigley’s way of doing business. He 
spends in advertising much over 10 per cent of his 
actual sales, because it is his sales expense. 

“There is another thing that happens, of a different 
type, when sales achieve such an insistent demand as 
that which I have referred to. The second kind of 
result may be illustrated by a reference to a company 
I used to be with. In that organization there were 
highly paid, high-grade salesmen calling on the whole- 
sale distributors, but the great mass of the salesmen 
were missionary men—detail men, covering the coun- 
try, taking orders from the retail trade for the account 
of the wholesalers. The work of these men was largely 
order-taking. However, it had to be done and it was 
entirely possible to get young salesmen who were will- 
ing to do retail missionary work, looking forward 
to the higher positions as they went along. 

“The organization that achieves insistent consumer 
demand can go along for weeks, months and years 
perhaps, with no difficulty at all, but that sort of thing 
always has just over the horizon the clouds of danger. 
Why? Because just as soon as insistent demand be- 
gins to be felt, Mr. Dealer here and Mr. Dealer there 
begins to realize that there is a chance to use this 
product by cutting the price, to attract people to his 
store, and, when the people are in that store, then to 
sell them other things as well as the advertised product, 
which will really bring him profit on a satisfactory 
basis. That is always likely to happen. Occasionally 
a manufacturer definitely lays the tracks for the car 
that is going to take him to disaster by making it 
possible for price-cutting to happen in more than a 
natural way. How? By extra discounts here, there, 
and the other place so that some people are able, 
without losing money, to cut prices. The danger of 
cut prices on the commodity that has insistent con- 
sumer demand is always present, and the manufacturer 
who does not do all in his power to protect his trade 
and to avoid that danger is going to get into trouble. 


“Fake Advertising” 


“Another kind of advertising is what I call: ‘fake 
advertising.’ ‘Fake advertising’ we probably all know. 
It is that. form which identifies itself by flash-in-the- 
pan publicity—one time or two times in some national 
medium—then never heard of again; the little, insig- 
nificant, ineffective, hopeless campaign that was never 
intended to do anything except to deceive the dealer 
into thinking that there was real publicity behind the 
product and that there were some consumers who would 
ask for it. There is more of that than there ought to be. 
Some of it is occasioned, I suppose, by an honest ignor- 
ance of what advertising is and how it works and how 
much of it it takes to do the job, but some of it is 
occasioned certainly by something other than honest 
ignorance, and that is why I call it ‘fake advertising.’ 
To a large extent it is intended to deceive. A little, 


insignificant, ineffective, hopeless campaign that is 
dramatized in a big way to try to make the dealer 
believe that here is something that is really going to 
help him. Actually it is going to do little more than 
to put some stuff on the dealer’s shelf. I do not need 
to discuss further this kind of advertising. We are 
not interested in it. 

“However, just a word about where the salesman 
fits into a merchandising plant that includes ‘fake 
advertising.’ Well, I am sorry for him because he 
must spend his time in a dishonest activity. He is 
probably hired for a dishonest purpose—to make the 
dealer believe that here is something that isn’t. It is 
the salesman’s task to convince the dealer that the 
flash-in-the-pan campaign ts really going to do the job. 
That is a hard, hard job for even the best salesman. 
There need be no fear in the mind of the salesman 
associated with that kind of advertising as to where 
he fits in. He is the king pin. Nothing can be done 
without him because the advertising is not designed 
to do the job. It is too small—too half-hearted—or it 
is definitely intended to be that way and to create a 
false impression. The salesman has an important 
task in connection with that kind of advertising but 
it is a task that is not of the sort, frankly, which 
would appeal to me. 


“Acceptance Advertising” 


“The third type of advertising is the type to which 
the great majority of all honestly intended, carefully 
planned advertising campaigns belong. It is the kind 
of advertising which perhaps is least understood in 
its workings but which is most effective in making 
this great force of publicity a real working partner 
with the men on the road. I want to go into it a little 
and to tell you just how it works, and show you just 
how the salesman fits in. This particular kind of 
advertising I call, for lack of a better name, ‘acceptance 
advertising.’ . 

“Suppose I live in a small town where I know all 
the retailers in town. They are my neighbors and 
my friends. I go into the drug store for some aspi- 
rin tablets. I say—I want some aspirin tablets’— 
and the dealer hands me out a bottle on which there 
is no manufacturer’s name, but there is his own name 
—Put up for John Smith, Smithtown, New York.’ 
I may have two different reactions. I either accept 
the tablets without question, having entire confi- 
dence in John Smith as an old friend and neighbor 
who has been in the drug business in the town for 
thirty years, or I accept it, but not with that entire 
confidence which I should like to have. I say to my- 
self—‘Well, I guess this is all right.’ ‘You say it is, 
John?’ ‘Yes, that’s all right.’ ‘Well, I never heard 
of this brand before.’ ‘That’s all right; I put it up’— 
and after a little conversation I take it and probably 
it does the job pretty well. On the other hand, sup- 
pose I do not live in a small town. Assume that I 
live in New York where the retail dealer is not my 
friend or neighbor. I do not know him personally. 
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He to me is one of the thousands and thousands and 
thousands of people in business to get money out of 
me. To him I am one of the millions that provide a 
market. The relation is wholly impersonal. I ask 
for aspirin tablets and I get a bottle. I see it is 
put up by Simon Rubenstein, 1721 Broadway. ‘Oh, 
no, I don’t want them. Haven’t you Bayer’s?’ ‘Yes.’ 
He hands it out. I am satisfied. I am not at all satis- 
fied in the first instance. Probably in many in- 
stances I should buy it without making a fuss. In 
other instances I should not. There was demand on 
my part, but not the kind of demand which would 
have made me ask in the first place for some specific 
brand. I asked merely for aspirin. 

“What would have happened in both those in- 
stances if John Smith of Smithtown, N. Y., and 
Rubenstein up here on Broadway, instead of hand- 
ing out to me their own private brands, had handed 
out Bayer’s? ‘Bayer’s?’ No questions would have 
arisen in my mind. I should have put my hand into 
my pocket and given him the money. There would 
not have been one word of controversy. There would 
have been no time lost in making the sale at all. Did 
I ask for it? No; I did not ask for it, but I accepted 
it without question and there is the whole story of 
advertising. That is what ‘acceptance advertising’ 
is. It does not send a flood of people into the door 
of the dealer’s store with clubs in their hands, de- 
manding that they get this product or his life. To 
hear some salesmen talk about advertising, you would 
think that that is the way it works. It does not 
usually work for you that way; it does not for me; 
but it does for Mr. Wrigley. Remember, though, 
that even ‘acceptance advertising’ in some instances 
works as ‘demand advertising.’ There are some peo- 
ple going into stores as a result of your advertising 
and asking for your brands. I should be very dis- 
appointed if that did not happen sometimes. How- 
ever, I venture the assertion that the great majority 
of sales that are made of your products, which are 
made because of any advertising at all, are not made 
because the consumer originally asks for the par- 
ticular brand you represent. They ask for aspirin, 
but, asking for aspirin, when they are offered your 
aspirin, they take it without controversy, and pay 
their money. All questions they might want to ask 
about the product are answered in advance for them 
by the advertising which has instilled in them a 
confidence in the integrity of the merchandise offered 
to them. That is the whole story of ‘acceptance ad- 
vertising.’ 


Advertising Reduces Selling Cost 


“Advertising reduces the cost of selling because 
it reduces the time taken to make the sale. It re- 
duces the time taken by the retailer to make the sale 
to the consumer; it reduces the time taken by the 
wholesaler to make the sale to the retailer; and it 
reduces the time taken by the manufacturer to make 
the sale to the wholesaler. It is oil on the wheels of 
distribution. It makes them revolve more smoothly 
and more rapidly. It removes some of the obstacles 
to selling which always exist in the mind of every 
purchaser. How much does it remove them? That 
varies in various cases. If it removes the obstacles 
to selling by 1 per cent—if it reduces the frietion of 
merchandising by 1 per cent, probably it is justified. 
If it reduces the friction by 5 per cent, 10 per cent 
or 50 per cent, you are getting a lot of velvet out of 
your expenditure. That is what advertising does. 

“How does the salesman fit in? ‘Acceptance ad- 
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vertising’ does not do the main job of selling goods 
to the dealer. It does by itself sell some goods, but 
we could not live on the amount of goods which it 
does sell by itself. ‘Acceptance advertising’ has one 
purpose and one purpose only, and that is to help 
you and your dealers to make sales—to help you and 
your dealers make sales—not do the work that you 
are supposed to do—simply to help, and as I said, 
how far it helps you, no one can definitely say. That 
depends upon the adaptability of the merchandise 
to advertising; it depends upon the amount of ad- 
vertising; it depends upon the way the salesman 
uses the advertising, and there we come to the last 
point—it depends upon the way the salesman uses 
the advertising. 

“Those salesmen get the most results from adver- 
tising in my opinion who describe the working of ad- 
vertising and its effect in somewhat the way that I 
have tried to describe it. Those salesmen get most 
out of the advertising of the products they are repre- 
senting who do not talk about insistent demand on 
the part of the consumer. Did you ever find a dealer 
who would handle willingly a product that he did 
not want to handle—that he was not really inter- 
ested in and sold on? Dealers do not like to be 
forced to sell things that they do not want to sell. 
Sometimes in the case of insistent demand advertis- 
ing they are forced to handle things they do not 
want to sell, and there frequently arises an ill feel- 
ing in their minds toward the product, but in the 
case of products which are advertised by acceptance 
advertising, there should be no feeling except one 
of good-will. It is still up to the salesman to sell. 
There is just as much room for two-fisted, hard- 
working, go-getting salesmanship as there ever was 
before advertising was invented, because the sales- 
man still has to sell the same four things that he 
has always had to sell. I do not care how much ad- 
vertising there is behind a product, that salesman is 
still going to sell the most goods who knows the 
most about his goods. 


Three Important Things to Sell 


“In addition to selling the goods—and that is the 
first thing he is on the road to sell—goods; not ad- 
vertising—the second thing he has to sell is himself. 
The second thing you have to sell to the dealer is 
yourself because if he does not like you he won’t 
buy from you. They can try to turn merchandising 
into a mechanical process, but it is still and it al- 
ways will be a human process and the salesman who 
does not sell himself along with his merchandise 
does not sell many goods. 

“The third thing he has to sell is his house, be- 
cause the house is behind the salesman. The sales- 
man is the house to the dealer, but behind you, gen- 
tlemen, are your associates. Those personalities you 
must get over to the dealers on whom you call, be- 
cause unless they have confidence in the house and 
the personalities that make that house, all their good 
will for you—all their fondness for you personally, 
stops at a certain point. ‘Yes, I like you, Bill; you 
and I are friends, but Remove the ‘but’ by 
selling the house that stands behind you. 

“Finally and most important of all, in addition to 
selling the goods, yourselves and the house, you sell 
profit to the dealer because first and last that is 
what he is interested in. He is in business to make 
money and for no other purpose. He is not in busi- 
ness for sentiment and unless he can make money 
out of the goods you sell, he will not handle them.” 
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Should Goods 
in the Window 


Be Price Tagged? 
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Editor’s Note: In this fifth instalment of letters 
from hardware retailers on the subject of price 
tagging goods in the display window, a greater 
number of conflicting opinions are expressed than 
in any of the preceding instalments, the first one of 
which started in the Dec. 20 issue. Interest seems 
to be still warm, and as long as letters are received 
we will continue to publish them, provided they are 
not repetitions of opinions published in previous 


instalments. 


PRICING goods in the show 
window is somewhat a matter of 
judgment, 

If you are showing an exclusive 
line of merchandise which cannot 
be handled by a _ competitor, 
price cards are a distinct advantage. 
Or, if you have competition that is 
not of the price cutting variety, that 
will not take advantage of your 
prices to undercut you, I cannot see 
any reason to be afraid to publish 
your prices either in the show win- 
dow or in the newspaper. 

Frequently an article will arrest 
the attention of the passerby who 
will hesitate to come in and ask 
the price, who would come in and 
buy if he already knew the price; 
and the chances are that he will 
buy something else at the same time. 

In our own case, we do not hesi- 
tate to publish or plainly mark our 
selling prices. 


Eustis Hardware & Furniture Co., 
Eustis, Fla. 


N our opinion the question as 

stated in this letter will never 
be definitely decided. There is much 
argument on both sides. 

No doubt there are a good many 
people who are not interested so 
much in the price of any item 
simply because they do not need to 
be. They buy what they want be- 
cause they want it, regardless of 
price. 

We believe that with the masses 
the price of an article is most im- 
portant, perhaps I should have said, 
very, important because their pur- 
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chasing power is more or less 
limited. 

A certain stove manufacturing 
firm has instructed their _sales- 
men to avoid stating the price to a 
customer until after his sales talk. 

We have always questioned the 
wisdom of this method. 

If merchandise is reasonably 
priced there is no reason why a 
merchant should not make the pub- 
lic acquainted with his prices. 

The success of catalog houses, 
the policy of the big automobile in- 
dustries in announcing reduction in 
prices, and the success of the big 
department stores who emphasize 
the policy of goods plainly tagged 
are strong arguments in favor of 
the policy of plainly marking goods 
that are on display. 

It seems wise to us to accept 
human nature as it is. The usual 
question, “How much is it” seems 
to point the way. 

C. C. Smith, Secretary, 


Culbertson Hardware Co., 


Auburn, Ind. 





E have heard of people think- 

ing hardware dealers received 
too much profit. When you put the 
price in plain figures right with the 
goods they can judge for them- 
selves. We not only mark our goods 
in our show windows in plain figures 
but we mark all goods in our house 
this way. This helps us when we 
have a special sale and have green 
help, and also when breaking in a 
new man. 


Dale-Hereford Rees Co., 


Fayetteville, Tenn. 
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(2 policy is to tell the people 
we have goods to sell, and price 
them so they will buy. 

Why not price them in _ the 
window as well as elsewhere? 

If a customer is interested in an 
article he will step in and buy if 
he sees the price more often than 
he will take the time to come in 
and ask the price. 

A dealer who is not open and 
above board does not get the con- 
fidence of the trade. Also a dealer 
who worries over what his com- 
petitor is doing from day to day is 
soon doomed for the cemetery. 

D. Cowles, President, 
Robbins & Cowles, Inc., 
Brattleboro, Vt. 





G has idea in regard to price tag- 
ging goods in the store window 
is that it is not advisable unless 
there is to be an unusual or bargain 
price shown. However, if new goods 
or novelties are to be shown, we 
believe it is good policy to show 
price tags. 
: Erwin-Craig Hardware Co., 
Batesville, Ark. 


(UR experience of the last forty- 
six years is that price tagging 
goods in windows has been a suc- 
cess, provided that it is done at 
different times but not at all times. 
Continued price tagging gives the 
other fellow a chance to cut prices. 


H. B. Wright Co., 
Newark, Del. 


RICE tags are a mighty good 

advertisement and not to be 
regarded lightly. We have always 
worked a system: that is to get the 
confidence of the public, and to give 
the best value possible. 

The results are slower, but the 
pleasure derived out of business is 
greater. 

Wm. Engelhardt, 
Engelhardt Bros., 


Baltimore, Md. 
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]N my thirty-eight years of selling 
hardware I found best results 
have been obtained by making the 
price plain and distinctive on goods 
displayed in show windows, also 
whenever possible in the store. My 
reason for feeling so is that it will 
attract the prospective buyer; cause 
him to stop and think as to value; 
show that we have confidence in our 
goods, and also stimulate that same 
confidence in the prospective buyer. 
There are many other reasons that 
I could illustrate. We will always 
have our goods marked when in dis- 
play windows. 

I will give one illustration that 
comes to mind. Only a few weeks 
ago a gentleman entered our store 
one morning about 9.30 and stated 
he desired to purchase the $45 tool 
chest marked in window. My son 
immediately prepared to duplicate 
this particular kit of tools, and 
while he was preparing it, I, to be 
a little sociable, said to him that he 
was getting a very nice kit for him- 
self. 
He said: “Not for myself but for 
a friend who saw this kit of tools 
marked in your window last night 
for $45, and being unable to get 
here, he gave me the $45 and asked 
me if I would call here and purchase 
this kit for him.” 

This is only one of the many in- 
stances that we know where sales 
have been made from goods being 
marked in the show window. Have 
every reason to believe that it is 
a business getter and for that 
reason feel we will continue to do 
so as long as we remain in business. 


Geo. W. Habbersett, 
Baltimore, Md. 





WE believe that the best plan 
is to have the goods plainly 
priced. It does give prospective 
customers confidence that the price 
is right. 

Many people will notice articles 
displayed in the windows, which 
they might purchase if the goods 
were priced, but which they will not 
step into the store to price. 

To prove this, try a window dis- 
play without prices. Notice how 
many people come in to ask the 
prices. Then try a window display 
with goods priced, and notice how 
many more customers ask for an 
article displayed in the window, 
naming the price. . 
Harry A. Armitage, Secretary, 

S. H. Berry Hardware Co., 
Dover, N. J. 





S leaders are naturally featured 
in the newspaper advertising, 
so leaders should feature window 
displays. Prices should appear. If 
the prices are right they won’t scare 
away prospects, nor can competitors 
take advantage of you. 
Display of goods. in a window 
without price is about the same as 
trying to sell a customer on the 
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floor without making mention of 
price. 

In the case of a store catering 
exclusively to a high-class clientele, 
perhaps it would be unwise to fea- 
ture price in the window displays. 
But the ordinary “bread-and-butter” 
dealer should by all means use 
price-tags and put goods in the win- 
dow specially bought at a price that 
will command attention, get them 
into the store, and secure their con- 
fidence so that other goods can be 
sold to them. Naturally quality 
should be thoroughly stressed before 
price is mentioned, and in window 
displays also, the matter of quality 
and workmanship should be more 
prominently played up than the 
matter of price. 

W. L. Nuschke, 
Austin, Pa. 





AM a firm believer in price tags 

and in bright colors. Our ex- 
perience proves that goods plainly 
marked are half sold. Strangers 
coming into our store always stop 
at the tables where goods are 
marked with cards, wait on them- 
selves, carry the goods to the coun- 
ter to be wrapped, invariably make 
their own change, or in other words 
serve themselves. 

W. W. Fairbairn, 
Alanson, Mich. 





E believe it is the right thing 

to price tag the goods in the 
window. The one price merchant 
has nothing to fear, while very often 
the customer will come in and buy 
when he would not come in and ask 
the price. 

It has a tendency to create a 
spirit of confidence between the 
merchant and the public. 

Seaford Hardware Co., 
Seaford, Del. 





WE favor prices on all articles in 
show windows. It is true ‘that 
the price will scare away some cus- 
tomers, but you will attract more 
than run away. Some customers are 
scared away because they imagine 
the goods are higher than they 
really are. A window with articles 
plainly priced is much more attrac- 
tive, and will catch the eye of more 
buyers than one without prices. 
Lemon Bros., Inc., 


Barnwell, S. C. 





WE have had many customers 
come in and buy goods out of 
the show window that were priced, 
and state to us that they would not 
have done so had they not seen 
goods in the window with prices. 
_ We have no fear of scaring away 
prospective buyers with prices, as 
we find that honest goods with an 
honest price always appeals to cus- 
tomers instead of giving them a 
chill. 
Ervin Bros. Co., 
Jackson, Ohio. 
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goods in the store window?” 
As a general rule we believe that 
it is. 

The present prices that one has 
to sell most articles for in the hard- 
ware line are entirely too high, 
even if the dealer were to sell them 
at cost. Yet we believe that when 
goods are plainly marked with the 
selling price that it has a tendency 
to create confidence. 

In regard to the price scaring the 
customer, do not think that this will 
hold good in the majority of cases, 
provided the price is consistent with 
the cost of the article displayed and 
priced. 

In a general way one has to be 
governed by individual conditions, 
as different communities have been 
educated in different ways on this 
question. 

Sinsel Hardware Co., 
Cameron, W. Va. 





EPLYING to your question, “Is 

it good business to price tag 
goods in the store windows?” we 
say no. 

We think if a customer or passer 
by is attracted by goods displayed 
in a window he or she will most 
always come in. Then is your 
chance to make the sale and discuss 
the goods. 

If a person knows the price of 
your goods by getting his or her 
information out on the street and 
your competition may be just across 
the street and has no price tags he 
will naturally go in the competitor’s 
place to see what he asks for the 
same articles. 

This gives your competitor a 
chance to make the sale before you 
know your customer is even inter- 
ested. 

Books-Romsey Supply Co., 
Bedford, Va. 





| we it good business to price tag 


goods in the store window?” 
It sure is! If there is any doubt 
about the value of price tags in a 
show window, just invite one of your 
friends to stroll with you through 
the shopping district of your home 
town any evening after dinner and 
take note how the different windows 
attract this friend, and you will soon 
come to the conclusion that there 
is real value in price tags. 
Henry C. Kelly, 
J. H. Kelly Hardware Co., 
Canandaigua, N. Y. 





HAVE been in business for ten 
years and in this town I find that 
I am only able to mark displays 
occasionally. The reason is that 
every time that I do other stores 
will put in the same display and 
mark same down lower than my 
goods even if they are losing money. 
H. W. Dugas, 
Cass Lake, Minn. 
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Opposition of Radicals May Defeat Mellon Tax 
Reduction Plan 


Coalition of Insurgents and Minority Senators Menaces 
Treasury Project—New Price Maintenance 


Washington, D. C., Jan. 14, 1924. 
7 HE fate in the Senate of any 

tax reduction measure that may 

be passed by the House has sud- 
denly been made decidedly prob- 
lematical by the significant victory won 
during the past week by the insurgent 
Republicans under the leadership of 
Senator LaFollette. The Wisconsin 
Senator, being unwilling that Senator 
Cummins of Iowa, one of the authors 
of the Esch-Cummins railroad law, 
should be chosen to head the Committee 
on Interstate Commerce, has used his 
influence with a handful of radical 
colleagues in the Senate to induce them 
to vote for Senator Smith of South 
Carolina, a straight-out Democrat, to 
head this important committee. 

As a result we have the astonishing 
spectacle of a Democratic Senator 
being chosen to head a most important 
committee by the votes of a few radical 
Republicans notwithstanding the fact 
that the Republicans are supposed to 
control the Senate by a comfortable 
margin. In the forty years that I have 
observed the proceedings of Congress 
from a seat in the gallery I have never 
witnessed such a spectacle. 


Nonpartisan But Serious 


I am no partisan and there is no 
partisanship in the situation, for it 
would be as grave if a Republican had 
been selected to head an important 
committee in a Senate otherwise con- 
trolled by the Democrats. The crux 
of the matter is that both the Demo- 
crats and the insurgent Republicans 
of the Senate are opposed to the chief 
features of the Mellon tax reduction 
plan, and, having demonstrated their 
willingness to go far enough to un- 
seat Senator Cummins as chairman of 
the Interstate Commerce Committee, 
they have given notice to the country 
that they will not hesitate to join 
forces in beating the Mellon bill or 
in so amending it as to make it un- 
recognizable. 

Of course, this statement applies to 
every other feature of the legislative 
program of the administration and the 
majority party in Congress. If any 
personal or political advantage is to 
be obtained by opposing any measure 
included in this program Senator La 


Bill Introduced in House 


By W. L. CROUNSE 


Follette and his handful of radical 
followers may be counted upon either 
to defeat it or to so emasculate it as 
to bring about its rejection by its own 
friends. 

One of the greatest advantages of 
partisanship in the Government of a 
republic is the fact that party control 
means responsibility and breeds con- 
servatism. In the present situation in 
the Senate the Republican party is 
nominally in control, but practically 
the balance of power is held by half 
a dozen radicals who render no 
allegiance to any party and who vote 
first with one side and then the other, 
so that today neither of the great polit- 
ical parties can be said to be respon- 
sible for anything that happens in the 
United States Senate. 


A New Price Maintenance Bill 


Interest in the price maintenance 
campaign has been quickened during 
the past week by the introduction in 
the House of a new price maintenance 
bill. This measure has been brought 
forward by Representative Adam M. 
Wyant of Pennsylvania. 

The Wyant bill, H. R. 5088, is 
entitled “A Bill to Protect the Public 
Against Deceptive Practices in Mer- 
chandising Through Misuse of the 
Good-Will of Articles of Standard 
Quality.” It is framed on the general 
lines of the so-called Kelly-Stevens bill 
but departs from it in certain important 
particulars. Section 1 of the Kelly- 
Stevens measure is reproduced by Mr. 
Wyant in its entirety with a single 
important modification which  sub- 
stitutes the Secretary of Commerce for 
the Federal Trade Commission as the 
custodian of the price schedules of 
concerns that elect to avail themselves 
of the privilege of making price 
maintenance contracts under the pro- 
visions of the proposed law. 


Intended to Meet Criticisms 


Mr. Wyant is familiar with the 
great volume of criticism that has been 
levelled against the Kelly-Stevens bill 
because of the measure of supervision 
which it grants to the Federal Trade 
‘Commission. He is not only opposed 
to giving this supervision to the Com- 
mission but he believes that the 


Federal Government should have no 
function in connection with the en- 
forcement of a price maintenance law 
beyond that of custodian of price 
schedules. This function, he thinks, 
should be lodged with the Secretary 
of Commerce who is the logical officer 
in the premises. 

As he does not believe that the 
Federal Trade Commission or any 
other agency of the Federal Govern- 
ment should have authority to super- 
vise or take any action with respect 
to the operations of manufacturers who 
desire to take advantage of the privi- 
leges of the price maintenance law, he 
has rejected Section 3 of the Kelly- 
Stevens bill which provides as follows: 

“Sec. 3. That upon complaint of 
any person, partnership, corporation, 
or association, being a party in inter- 
est, the Federal Trade Commission 
may, by a proceeding instituted in the 
manner provided by Section 5 of the 
Act to create a Federal Trade Com- 
mission, approved Sept. 26, 1914, and 
after determination by it that the pub- 
lic interest so requires, terminate the 
whole or any part of any such contract 
or regulate the terms thereof, in the 
public interest. In the conduct of such 
proceeding the Commission may exer- 
cise any and all the powers conferred 
upon it by such Act of Sept. 26, 1914, 
and all the rights, privileges, and im- 
munities therein provided for, includ- 
ing the right of appeal, shall likewise 


apply.” 
Safeguards Certain Exemptions 


Having adopted Section 1 of the 
Kelly-Stevens bill with the modification 
as described, Mr. Wyant has completed 
his measure by substituting a new sec- 
tion for Section 2 of Mr. Kelly’s latest 
draft. This feature of the Kelly bill 
is as follows: 

“Sec. 2. That the provisions of this 
Act shall not apply in cases of sales 
of such articles of commerce to the 
United States, or any political sub- 
division thereof, or in cases of sales 
of such articles to any State or public 
library, or to any society or institution 
incorporated or established solely for 
religious, philosophical, educational, 
medical, scientific, philanthropic, or 
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_General Business Conditions Encouraging, 


Slow Downward Price Trend Likely, 
Oliver Bros. Forecast for 1924 


XPRESSING the belief that a 
slightly and altogether nor- 
mal downward price trend is 

likely, although stating that no sub- 
stantial reductions are probable in 
major lines the first part of this 
_year, Oliver Brothers, Inc., purchas- 
ing agents, 71-73 Murray Street, 
New York City, in its recent market 
letter on trade conditions reviews 
the business situation for the first 
part of 1924 as follows: 

“When we consider fundamental 
conditions as they exist today, we 
cannot reasonably feel pessimistic 
about the future. The Federal Re- 
serve ratio has been well over 75 
per cent all year, and never in our 
history has a period of depression 
started with an easy credit situation. 
There is practically no employment 
problem, for there is work to be 
-had by all who are willing to work 
for fair compensation. Labor on the 
whole is comparatively contented, if 
we may ignore for a moment the pos- 
sibility of a strike in the bituminous 
coal fields next April, when the two- 
year agreement between the miners 
and operators is ended. 

“The announcement of an extra 
and unexpected dividend by the Steel 
Corporation in October has been fol- 
lowed by announcements of a simi- 
lar nature by other leading concerns, 
which is convincing evidence that 
industrial leaders feel confident as 
to the future. 


The Railroads 


“The condition of the railroads is 
more hopeful than it has been for 
the past fifteen years, although it is 
well to keep in mind the fact that 
the estimated earnings of class one 
railroads for the first nine months 
of 1923 represented on an annual ba- 
sis a return of 5.27 per cent on the 
estimated property value as deter- 
mined by the Interstate Commerce 
Commission. The railroads cannot 
continue indefinitely to finance all 
purchases of new equipment out of 
new bond issues. We are rather in- 
clined to believe that, considering 
the current high prices and the ex- 
tent of their purchases in 1923, 
combined with the probability of 
a lower weekly average of car move- 
ments, that they will not buy as 
heavily in 1924 as is commonly pre- 
dicted, although we believe that they 
will be heavy buyers of track equip- 
ment. The progress of the railroads 
and the service which they are now 
rendering are amazing when we con- 


sider the almost superhuman handi- 
caps under which they have been 
working. The fundamental problem 
of the railroads has been to overcome 
the political appeal to class preju- 
dice or self-interest at the expense of 
the general progress. 


Farm Conditions 


“Agricultural conditions are some- 
what mixed, although on the whole 
steadily improving. The year has 
seen almost record-breaking prosper- 
ity in the cotton belt, contrasted 
with real distress in the wheat area. 
In a general sense we should say 
unfavorable conditions among the 
farmers have been somewhat exag- 
gerated, due partly to the exigen- 
cies of politics. Every business man 
can understand that unfavorable con- 
ditions in agriculture, as in industry, 
are economic, not political, and we 
believe that the farmers of the coun- 
try would be in a better frame of 
mind if their representatives in Con- 
gress would recognize the truth of 
the situation. 

“The growth of the automobile in- 
dustry in 1923 has been almost un- 
believable, as evidenced by the fact 
that production increased more than 
52 per cent over 1922. We do not 
think that the trade can possibly 
maintain the pace in 1924, but ex- 
pect a highly satisfactory showing, a 
showing that will reflect in some 
degree the likelihood of a general 
indisposition to spend money quite 
so freely. Nevertheless the reaction 
should be very slight, for automo- 
biles are becoming almost as neces- 
sary to the average American fam- 
ily as homes. 

“Building construction should con- 
tinue at a high rate in spite of the 
handicap of high wages. The costs 
of materials have declined, and it 
is probable that labor will be more 
plentiful in 1924, resulting in few 
bonuses; the still urgent need of new 
buildings of nearly all kinds will 
be stimulated by lower costs. 


The Foreign Situation 


“The foreign situation continues 
unsatisfactory but improved, for 
some hope may be derived from the 
news that German industries in the 
Ruhr are reviving and that the 
French troops have been withdrawn 
from the larger cities. An atmos- 
phere of uncertainty exists as to the 
future relations between France and 
England on account of the indecisive 
results of the recent British elec- 


tion. It is possible than an early 
change of government may have a 
marked effect on the British official 
attitude toward refunding of their 
debt to the United States. Payments 
to us on the debt are at the rate 
of one-half million dollars a day, and 
the steady drop in the rate of ex- 
change is making it increasingly dif- 
ficult to meet the payments. 

“A careful reading of the frequent- 
ly published forecasts of prominent 
industrial leaders shows that they 
do not express the idea usually indi- 
cated in the headlines; that they ex- 
pect the volume of trade in 1924 to 
exceed that of 1923. Rather do they 
claim that there is nothing to fear 
—that the wide-awake, aggressive, 
yet conservative merchant will go 
through the year with colors flying, 
and at the end show a substantial 
profit. We might add that the ultra- 
timid pessimists are more likely 
than not to realize some of their 
fears. We can scarcely refrain from 
expressing the view that the country 
is approaching a period of wide- 
spread prosperity. This thought is 
based on the idea that Europe is dis- 
entangling herself, that our own vast 
agricultural interests must necessar- 
ily come into their own; that labor 
will find itself and acquire a proper 
perspective regarding its relative im- 
portance; that capital, while contin- 
uing to be regulated to some degree, 
will not be stifled by the vagaries 
of radical politics. 


Lower Price Trend 


“The present confused state of 
affairs makes it difficult to attempt 
to forecast the future, because the 
situation is such that some upheaval 
is possible in almost any part of 
the globe which might tend to com- 
pletely upset the best thought out 
calculations. It is our own opinion, 
in view of the fact that commodity 
prices on the whole are high, and 
also that stocks are moderately fair 
and largely bought below today’s 
market, the demands of competition 
will tend to bring about a slightly 
but altogether normal downward 
trend. 

“However, we think that those who 
look for substantial reductions on fin- 
ished products about the first of the 
new year will be disappointed, be- 
cause price concessions in basic prod- 
ucts during the fall have been scat- 
tered and not very merked, so that 
they have not yet materially affected 
manufacturing costs.” 
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Trading Slack—Collections Slow 
—Prices Generally Firm 


UIET trading continues in the hardware market. A number of small 
price changes, most of them advances, were announced by manufac- 
turers and jobbers during the past week. Few important price changes 


on staples are-expected, although readjustments are likely for some time.» 


Rr tm 


Market authorities foresee a slow but more or r less consistent downward price 


eo. -4 tendency. 


sic - 


-- The sale of winter goods, such as snow-removing tools, sleds, ice skates,  .»:5.- 
and kindred lines, has been hampered by warm weather. Retailers are reported 
to have placed substantial orders for spring merchandise, although the aver- | 
age retailer is buying with marked caution. Collections are said to be slow. 
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Demand for Steel Growing 


FTER eight successive monthly declines, the unfilled 

orders of the United States Steel Corporation for 
December showed an increase of 76,755 tons. The total 
orders on books at the end of the year were 4,445,339 tons. 
About ten days ago it had been predieted that there would 
be a decline of 200,000 tons or more, but this week: it 
seemed more probable that there would be but little 
change. 


Orders on books a year ago had been 6,745,703 tons, but 
by the end of March they had increased to 7,403,332 tons. 
Then followed the steady slump until this last report. The 
reasons for this change were the increase in new orders, 
the smaller shipments, because of the holiday shutdowns 
and a readjustment of contracts, which, instead of resulting 
in cancellations, took the form of renewals. Although the 
shutdowns of plants were an unfavorable but necessary 
factor in the situation from the standpoint of profits, the 


good volume of new orders and the renewals of contracts 
were very constructive features of the situation. 

New orders the first ten days of the new year have been 
satisfactory and are probably 50 per cent larger than for 
the first ten days of December. The railroads, builders, 
automobile makers, jobbers and manufacturers have been 
placing large contracts. 


The present volume of steel orders finds a parallel in a 
year ago. There is this difference, however. Early in 


| 1922 prices were advancing and buying was largely of a 


speculative nature. Today, however, the purchasing is for 
needs in sight. The situation now is better. There is but 
little surplus steel, either in the hands of makers or con- 
sumers. A few makers are actually turning away busi- 
ness, particularly in standard pipe, as they wish to accu- 
mulate stocks at mills to reserve for regular customers.— 
Journal of Commerce. 
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Price Changes from J obbing Centers 


NEW YORK.--The important 
prices changes of the week were: 
Levels were advanced 10 per cent, 
friction tape 20 per cent and solder 
2 cents per lb. Mop handles were 
reduced 5 per cent. A new list has 
been issued on flashlight bulbs; 
several sizes have been advanced. 
The general wholesale market is 
sluggish. Jobbers expect advances 
on Manila rope within. thirty days. 


Cotton goods are also likely to ad- . 


vance within a short time, according 
to local authorities. 


CHICAGO.—There were practi- 
cally no price changes during the 
week and no actual predictions of 
changes, although several lines were 


reported as being very firm. No 
weak spots developed, although local 
conditions caused one or two items 
to sell off temporarily. 


BOSTON.—An advance of % cent 
a pound in. sheet zinc, and of ap- 
proximately 10 per cent in burlap 
blankets constitute the only changes 
of importance noted the past. week. 
It is practically assured that bicycle 
and boycycle prices for 1924 will be 
the same as those of 1923. 


PITTSBURGH.—No changes were 
made in hardware prices in this 
market during the past week. A 
number of-price readjustments -are 
expected in the near future, accord- 


ing to market observers. Steel is 
very firm.. 


CINCINNATI.—Denatured alcoho! 
has advan¢ed 12c. per gallon; tur- 
pentine. is up 2c. per. gallon, and 
some manufacturers of roofing paper 
have intimated advances of 5 per 
cent. Cast aluminum ware has de- 
clined approximately 10 per cent, 
and linseed oil is down 5c. per gal- 
lon. Some manufacturers of sash 
cord have withdrawn prices. 


TWIN CITIES.—There have been 
no price changes of note during the 
past week, and from present in- 
formation it is doubtful whether 
there will be as many new prices as 
had been expected. 
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TRADING SLUGGISH 


General market conditions are funda- 
mentally unchanged. Trading is small 
in volume, stocks are low, many firms 
are still engaged in taking inventory, 
and although several price changes 
have been made they are for the most 
part of a minor nature. 

Collections are reported as slow, but 
this is a condition that usually prevails 
during the first month of the year. 
Retail business is slack, and has been 
materially affected by the mild weather. 
Few snow removing tools, sleds or kin- 
dred articles have been turned over. 

Practically all of the business at 
present is confined to pick-ups. The 
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general attitude of the trade, however, 
is optimistic. This has been strength- 
ened in some quarters by a belief mat 
special price concessions can be ob- 
tained if sought in the proper way. 


ROPE ADVANCE LIKELY 


Authorities in the New York whole- 
sale hardware market believe that 
price advances are likely within a few 
weeks on manila rope, and on all ar- 
ticles listed under the general heading 
of cotton goods. 

Some jobbers believe that manila 
rope will advance within thirty days 
from 2 to 3 cents per pound. 








New York Market News 








PRICE CHANGES 


Among the important price 
changes in the New York market 
during the week were the follow- 


a | 
vels were advanced 10 per 
cent. 
Friction tapes were advanced 
20 per cent. 
Solder was advanced 2 cents 
per pound. 
Mop handles were reduced 5 
per cent. 
A new list on flashlight bulbs 
has been issued showing advances 
on some sizes. 





CURRENT MARKET QUOTATIONS 


The following are New York job- 
bers’ quotations on some of the sea- 
sonable tines principally in demand: 


ASH SIFTERS.—Rotary ash sifters, 
$2.10 each. 
AUTO VISES. — Columbian, No. 143, 
$3. each. 


po ig axes, 2% to 3 Ib., 
$19.25 per oes 3% to 3% lIb., $19.25 
per doz.; 3% to 4% Ib., $19. "165 per 
doz.; 4 to 5 Ib., $20. bos per do doz.; Th a 
to 5% Ib., $20. 75 per ee 
only, $22. 75 per doz. 

House axes, 2% Ib., 19 in. handles, 
$14.25 per doz. 


BOLTS AND NUTS.—Common car- 
riage bolts, small, 35 to 35-10 per 
cent; large, 35 to 35-10 per cent. 

Machine bolts, small, 45 to 45-10 
per cent; large, 45 to 45-10 per cent. 
Lag screws, 45 to 45-10 per cent. 

Stove bolts, 75 to 75-5 per cent, 
both flat and round head. 

Sink bolts, 75 to 75-5 per cent. 

Tire bolts, 45 to 60 per cent. 

Step bolts, 40-5 r cent. 

Screw anchors, 75-10 per cent. 


Lag 

Machine bolt shields, 65 per cent. 
CARPET SWEEPERS. ee, 
“American Queen,” $54 per 
“Club, - $108 per doz.; an tat “a $60 
per doz, ; “Grand Rapids,”’ Nic, 
= doz.; “‘“Grand noe Jap., $44 

r doz.; “Grand”’ Jap., $60 per doz.; 

"Parlor Queen,” $56 per doz.; “‘Prin- 
ceas,"’ $50 per doz.; “Standard” Jap.. 
$36 per doz.; “Universal’’ Nic., $46 
per doz.; “Universal” Jap., $42 per 
doz. 


TOY SWEEPERS.—‘Little Daisy”’ 
(3, 6 or 9 doz. - a ” per doz.: “‘Lit- 


tle Queen” (3, 9 doz.), $3. 50 per 
doz.; ‘Little Jewell” (1 doz.), $10 
per doz. 


COTTON GLOVES.—Jersey pattern, 
2Zic. per pair; light canvas, without 
cuffs, 14c. per pair; heavy canvas, 
without cuffs, 22c. per pair. 
DOOR KNOBS.—Mineral rim, 18c. 
per pair, mineral mortise, me per 
car: et, porcelain rim, 19 a 
pair; jet and porcelain mo “ 
per pair. 
FURNACE SCOOP S. — Furnace 
scoops, hollow back, steel D handle, 
49c. each. Long handle, 52c. each. 
Hollow back, wood D handle, 63c. 
each. All less 5 per cent for bundle 
‘lots. 
GALVANIZED PAILS.—Galvanized 
pails, 8-qt., 19c.* each; 10-qt., 22c. 
each; 12-qt., 24c. scach: 14-qt., 27c. 
each: 16-qt., 22c. 
Heavy pa Ban pelle, 12-qt., 35c. 
aoant 14-qt., 40c. each; 16-qt., 46c 
eac e 


Galvanized tubs, No. 1, 69c. each; 
No. 2, 78c. each; No. 3, 91c. each. 


GALVANIZED SHEETS.—No. 14, 
4.70c. to 5.10c. per Ib.; No. 16, 4.85c. 
to 5.25c. per Ib.; Nos. 18 and 20, 5.00c. 
to 6.40c. per Ib.; Nos. 22 and 24, 5.15c. 
to 5.55¢c. per Ib.; No. 26, 5.30c. to 
5.70c. per Ib.; No. 27, 6.45c. to 5.85c. 
per Ib.; No. 5.60c. to 6.00c. per 
ib.; No. 30, A. % to 6.45c. per Ib.; 

No. 28 and lighter, 36 in. wide, 20c. 
higher. 


iCE SKATES.—Ice Skates (Union 
4 0c. ; No. 





2.80; No 
ty ee a1; le. 424%, $1.53; No. 724, 
oO. 924% i. **. 94; “ 5%, 88c.; No. 


"$1.50; $2.50; X3, $2.38: 
Bonoghue, "35: ‘Bob b, plain, 3 Bc. 
xt. Bob. nick Fy 63c.; : 


24, $1; No. 5624, $1.06; ONO 


5824, No. oO. 
52444 L, $1. 45; No, a ‘his § i 80; No. 
eee. =. 38; 50; No. 94, 
0. 96, $5.50 Ro? 07, $1.25; No. 
aes a: 08%, $2.93. 

Suntsien aa parts from list, 30-5 
per cent. 

LINSEED O!IL.—In lots of less than 
5 bbl. 97c. per gal.; = lots of 6 bbl. 
or more, 94c. per gal. Calcutta lin- 
seed oil in bbl., $1.06 per gal. Boiled 
oil is 2c. extra; double boiled oil is 
3c. extra and oil in half bbl. is 5c. 
per gal. additional. 


MORTAR HODS hry $1.94 each. 
Brick hods, wood, $1.52 each. 


ANS. —— nails, $4 Ae $4.25 base 
per 

Cut. Salle, $4.50 base per k 

Wire nails and brads in small lots. 
70 per cent off list. 

Roofing nails, 1 x 12, pe oe $7.55, 
galvanized; and plain, $5.5 
POULTRY NETTING ben New 
York stock 40-2%4 per cent; f.o.b. 
Pittsburgh, 45-5 per cent. 

ROPE.—First grade Manila rope, 16c. 
to 18c. base per Ib.; hardware grade, 
14c. to 17c. base per Ib.; Ist grade 
sisal, 14c. per Ib.; 2nd grade sisal, 
12c. per Ib 


SASH CORD.—First grade, 5ic. to 
55c. per lb. base. Prices vary in dif- 
ferent sections of the city. 


SCREWS.—Flat head steel machine 
screws, 66% per cent. 
Round head stosl machine screws, 


“> per cent. 
lat bens brass machine screws, 


"Flat he ent. 

t nent steel wood screws, bright, 
ckages, 75-20-65 per cent. 
vanized, 60-20-5 r cent. 

Fiat head brass, 70-20-65 per cent. 


aes head blued, 72%4-20-5 per 


. —oane head nickel plated, 62%4-20- 
er cent 
ound head brass, 6744-20-5 per 
cent. 
Prices vary in different sections 
of the city. 
SIDEWALK SCRAPERS.—Sidewalk 
scrapers, tank riveted, 4 x 7, $3.65 per 
doz.; scraper with shank, 5 x 7, $6.26 
oe doz.; — with socket, 6 - te 
8.75 per doz. 
SNOW SHOVELS.—Snow shovels, 
aoe, 2 rivets, long handle, $4.75 per 


~_ —— snow shovels, 21% x 16, 
D handle, $13 per doz. 
SOLDER.—Kester string solder in 
1 = , sD00m, 59%4c. per spool. 

solder, commercial grade, 
s4ige, per lb. Strip solder, in 65-Ib. 
boxes, 4lc. per Ib. 
TOOL. HANDLES a te tc. 
7 >» % names. Ses 3c. 
ae fork ‘handles, bent, 4%-ft.; 
29c. each. 
— fork handle, 4%-ft., 36c. 


~ handle, shank or socket style, 


414-ft., 22c. each. Mortar style, 6-ft., 


45c. each. 

ae shovel handle, bent, 4%-ft., 
c. eac 
Long spade handle, 4%-ft., 37c. 


each. 

Bent D handle, manure fork style, 
46c. each. Spading fork wtyte, 46c. 
each. Shovel style, 50c. each. Spade 
style, 50c. each. 

all eable D fork handle, manure 
fork style, with strap ferrule and 
~. 58c. each. Spading style, 40c. 


each. 
Spading style, wet strap ferrule 
ot aa. 638c. each 


WEATHER STRIP.—Weather strip, 
double rubber, 66%-5 per cent dis- 
count; single rubber, 66%-5 r cent 
discount. Felt, 60 per cent discount. 
Flexible, all rubber, 60 and 5 per 
cent discount. 


WIRE oman hate .-—Jobbers’ quotations, 
f.o.b. New 

Black wire , 12-mesh, $2.35 
per 100 sq. ft. 

Galvnntned wire cloth. 12-mesh, 
$2.75 per 100 sq. ft.; 14-mesh, $3.25 
per 100 sq. ft. 

Copper wire cloth, 14-mesh, $7.25 
per 100 sq. ft. 

, SK Aigg 14-mesh, $7.50 rs 100 sa. 
. oo 16-mesh, $8. 


cloth, evans uare mesh 
cloth, enh. mesh yt 00 sq. ft.; 


-in. 100 sq. ft.: 
in. m mesh, b, $5.25 per per 100 sq. ft. 
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Cold Weather Moves Winter Stocks in Chicago 
—Prices Unchanged 


(Chicago office of HARDWARE AGB) 

T looked for a time as if the retailers of the Missis- 
| sippi Valley would carry over a lot of winter mer- 

chandise, but the recent cold snaps have moved the 
majority of this stock and current business in ice skates, 
sleds, snow shovels, etc., indicates that there is still con- 
siderable activity in these lines. The appearance of these 
fill-in orders indicates that winter stocks have moved and 
early shipments are being asked in many of the spring 
lines. 

Salesmen seem to have little difficulty in taking orders 
for fall delivery on the present markets and the results 
since the first of the year on many lines would indicate 
an even greater willingness to buy on the present mar- 
kets than was manifested last season. 

There was practically no change in price levels during 
the week and no predictions of changes although some 
lines were reported as being very firm. No weak spots 
developed although local conditions caused one or two 
lines to sell off temporarily. 


ALARM CLOCKS.—The situation has 


We quote from ag Ww stocks, 
f.o.b. Chicago: America, $11.40 in doz. 
lots, $11.04 in case lots; Blue Bird, 
$13.20 in doz. lots, $12.84 in case lots; 
Black Bird, $18.96 in doz. a, $18. 36 
in case lots; Bunkie, $20.88 in doz. 
lots, $20.16 in case lots; Lookout, 
13.20 in doz. lots, $12.84 in case lots; 

leepmeter, $15.12 in doz. lots, $14.64 


ested unhandled axes, 3 to 4-lb., $14 
: doz. base; double bitted, $19 doz. 
not improved; stocks very low. base; good quality black unhandled : ner 
axes, same weight, single bitted, $13 material markets, the trade is liberal 
doz. base; single bitted handled axes, 
$15 to $22 per doz., according to qual- 
ity and grade of handle. 


BICYCLES.—Orders 
attention; retail stocks low; good 


spring demand expected; prices 10 to 


Final figures for 1923 are just being made public and it 
is found that live stock products showed an increase of 17 
per cent over 1922. Crops showed a 12 per cent increase 
and live stock 7 per cent. The only decreases on farm 
products were as follows: hogs, 4 per cent; rice, 6 per 
cent; wheat, 17 per cent; cloverseed, 21 per cent; and 
rye, 42 per cent. 

The following records made during 1923 were the larg- 
est in the history of the country: pig iron production, cot- 
ton consumption, steel ingot production, crude oil produc- 
tion, automobile and truck production, residential con- 
struction, production of locomotives, volume of mail order 
sales, volume of retail sales and volume of car loadings. 

The new year dawned with prospects for farmers, re- 
tailers, wholesalers and manufacturers looking very 
bright. The uncertainty of the first six months of 1923 
seems to have disappeared. It is estimated that the in- 
come of the country for the year probably passed 60 bil- 
lions and it came nearer to bringing prosperity to the 
country than any year since the war. 


fall shipments remaining at last sea- 
son’s level in spite of higher raw 


in placing future orders and it con- 
siders the present market a good “buy.” 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Knit wrist gloves, 6-oz. 
$1.80 per doz. pr.; 8-o0z., $2.10 per doz. 
pr.; 10-0z., $2.30 per doz. pr. 


receiving fair 


in case lots. 

AMMUNITION AND FIREARMS.— 
The 1924 prices of firearms will be 
about the same as last year’s figures. 
A few models may be slightly higher. 
Ammunition prices have not been an- 
nounced, but probably will be issued 
in a few days. 

AUTOMOBILE ACCESSORIES.—Im- 
provement noted; trade ordinarily quiet 
at this season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago 

Spark Plugs. —Splitdorf, 50c. each; 
Regular, 58c each; Champion X, 45c 
each; lots of 100, 41c. each; Champion 
Blue "Box line, 53c. each; A. C. Titan, 
58c. each; lots of 100 56c. each; A. C. 
Special Ford, 44c. each. 

Spot Ligh ts.—Anderson, _ 3286, 
$6.50 each; Stewart, $5.67 e 

Horns.—E. A. Electric (Fora), $4 


each. 

Jacks.—Reliable Jacks, No. 46, $2.50 
each; in lots of 10, $2.25 each; Sim- 

lex, No. 36, $1. 80 each; ie No. 
8. 0c. each; National Standard, No. 
21, $1.20 each. 

Pumps.—Rose, 1%4-in. cylinder, $1.55 
eac 

Chains.—Non-skid, dozen pair lots 
33% per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 
skid, fabric, $8.65 each; oy $11. 60 
each; gray inner tubes, 30 x 
1.80 each; red inner tubes, 30 x ; 
1.80 each. 

We quote f.o.b. factory: 

Snap-on Wrenches oa 4 101, Mas- 
ter Service set, 7 25; No. 202, "Heavy 
Duty set, $8; No. 404, Universal 
Socket set, $7; No. 505B, Screw 
Driver set, $3.40. All Snap-on 
Wrenches less 40 per cent f.o.b. Mil- 
waukee. 


AXES.—Prices affirmed without : 


change by the leading makers at least 
to April 1. Current demand fair and 
the _— will show normal results. 


—— from jobbers’ stocks, 
Lob Chicago: First quality single 


15 per cent higher than last season. 


BALE TIES.—Current sales fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago district: Bale ties, 70 
per cent discount. 


BOLTS AND NUTS.—Prices holding 
firm; no changes predicted in the near 
future although there was some talk 
of —— 


“E> auete from jobbers’ stocks, 
o: Small carriage bolts, 
roliea thread, 50-10 per cent a 
carriage bolts, cut thread 

—_ aan discount; large pee a Be 
= Nae Bh cr magy 50 per cent discount; 
ine bolts, rolled thread, 

aan 5 B. — discount; small machine 
bolts, cut egg 50-10-5 per cent 
discount: machine bolts, cut 
thread, Go. 10- “per cent discount; all 
stove bolts, 70-10-5 per cent discount; 
lag screws, 50-10-10 per cent discount. 


BUILDERS’ HARDWARE.—Plenty of 
interest in these lines; competition 
lines not expected to hold at present 
wee 


uote from jobbers’ stocks, 
com Chicago: 3% x 3% steel butts, 
old Coppet and dull brass finish, in 
case lots, $3.12 per doz. pair: 4 4 
steel butts, old copper and dull inee 
finish, in case lots, $4.40 per doz. pair; 
heavy bevel onside sets, case lots, 
$7.80 per doz.; steel bit- keyed trent 
door sets, $1.90 per set; wrought brass 
bit-keyed front door sets, $3.25 per 
= cylinder front door sets, $7.50 per 


CHAIN.—Prices still without change; 
demand very active on all sorts of 
chain. 


We quote from jobbers’ stocks, 
f.o.b. wang % -in. proof coil chain, 
$8.75 per 100 Ib.; American coil chain, 
40-10 per cent off list; No. 00 4% elec- 
tric welded cow ties, $2.75 per doz. 


COTTON GLOVES AND MITTENS.— 
Current sales active as a result of the 
recent “cold snaps.” With prices for 





CLIPPING AND SHEARING MA- 
CHINES.—Interest increasing in this 
line for early delivery. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Stewart No. 1 clipping 
machine, $12.75 list; one man power 
shearing machine, $21 list; top plates 
No. 90 and 360, $1.25 each list: bottom 
plates No. 99 and 361, $1.75 each list; 
dealers’ discount, 33% per cent. 
Stewart electric clipping machine, 
pedestal type, $85 list; shearing ma- 
chine, $90 list; dealers’ discount, 25 
per cent. 


COPPER RIVETS AND BURRS.— 
Prices unchanged; demand continues 
— 


au uote from jobbers’ stocks, 
ao hicago: Copper rivets and 
burrs, 40 per cent discount. 


CUTLERY.—Practically all cutlery 
prices are strong and higher prices on 
some items may result; current sales 
good. 


DOOR SPRINGS.—This line is selling 
well on future orders. 


We uote from jobbers’ stocks, 
f.o.b. icago: Perfect No. 2, 35c. 
doz.; No. 3, 40c. Goes No: 4, 44c. doz.; 
a“ 6, 52c. ‘doz.: 6, 63c. doz.; No. 

70c. doz. ; Reliance light, 1.80 doz.; 
mice $2.50 Gos. heavy, 3.75 doz.; 
Torrey’s, $3 6 60 


ELECTRICAL MERCHANDISE.—No 
indications at present of any material 
changes in prices; demand continues 
very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 14 rubber covered 
wire, $7. 60° r 1000 ft.; in 1000-ft. 
lots, $7.35; 18 lamp cord, $15 per 

t.; in 1060- ft. lots, $13. 18; 1% -in. 
brush brass key sockets, 20c. each; 
two-way plugs, 60c. each; in lots of 
ten, 52c. each.;. one-piece attachment 
plugs, pa each; a attach- 
ment pee 2 ch; dry cells, 
boxes of 50, 30 %c. “cneh: less than 
case lots, 34c. each. 
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EYE HAMMERS AND SLEDGES.— 
Normal demand; no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Striking or black- 
smith’s sledges, 5-lb. and heavier, 
lic. per Ib. 


FIELD FENCE.—Fair interest being 
shown for spring delivery with March 1 
dating. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Field fencing,.60% per 
cent discount from list. 

FILES.—Demand good; 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 65-5 
per cent off list; Nicholson files, 50-10 
per cent off list; Disston files, 50-10- 
10 per cent off list; Black Diamond 
files, 50-5 per cent off list. 

FOOD CHOPPERS.—Sales have been 
very good; demand should continue 
during January and February. 

We quote from jobbers’ stocks, 
f.o.b. Cosonge: Food choppers, ig 


rsal No. $15 per doz.; No 
318. 20 per MF No. ”. $22.25 per doz. 


GALVANIZED AND TINWARE.— 
Retailers appear to appreciate jobbers’ 
prices are low as buying is brisk for 
this season; 5-gal. kerosene cans in 
demand with oil heaters, due to the cold 


snap. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvan- 
ized after made water pails, 8-qt., 
$1.85 doz.; 10-qt., $2. 10 doz.; 12-qt., 
$2.30 doz.; 14-qt., $2.57 doz.; ’ palvan- 
ized wash tubs, No. 1, $6.25 doz.; 
No. 2, $7 doz.; No. 3, $8. 25 doz.; 2-gal. 
galvanized kerosene can (tin breast), 
$4.50 doz.; 5-gal. galvanized kerosene 
can (galvanized breast), $7.75 doz.; 
l-bu. galvanized baskets, $7 doz. 


GLASS AND PUTTY.—Demand better 
than it was six weeks ago; prices have 
remained very firm for months and no 
weakness is being shown at this time. 


We uote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A and 
B, up to 25-in., 85 per cent discount; 
over 25-in., 83 per cent discount; 
double strength A, all brackets, 84 
per cent discount. Commercial putty, 
100-Ilb. kits, $3.55; glaziers’ points, 
Nos. 1, 2 and 3, one doz. packages, 
65c. 


HANDLED HAMMERS. — Increased 
sales reported where wholesalers have 
followed the reductions announced by 
the manufacturers some weeks ago. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 11% first quality 
nail hammers, $12 per doz.; 12-o0z. 
ball pein, $8.80 per doz., competitive 
forged nail hammers, $5.60 per doz.; 
cast steel hammers, $4 per doz. 


HANDLES, AGRICULTURAL.—Fair 
interest being shown in future busi- 
ness. 


prices very 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Hay Fork Handles. — Straight, 


chucked and bored, best grade, 4%- 
ft., $4.50 Gos. ; ‘5- ft., $5.50 doz.; XX 
414-ft., $4 do ft., $4.80 doz.; X 
4%-ft., $2.40 dos. : : 5-ft., $2.80 doz. 

Hay Fork Handles. —Bent, chucked 
and bored, best grade with strap, fer- 
rule and cap, 4%-ft., $7.50 doz.; 5-ft., 
$8.50 doz.;: XX bent, with strap, fer- 
rule and cap, 4-ft., $5.50 doz.; 4%-ft., 
$5.75 doz.; XX bent, 4%-ft., $4.50 
doz.; 5-ft., $5.50 doz.; X bent, 4%-ft., 
$3 doz.: 5-ft., $3.40 doz. 

Manure Fork Handles.—Bent, best 


grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; <x bent, 4-ft.. $4.15 doz.; 4%- 
ft., $4. doz.;: X bent, 4-ft., $2.60 


; ’ Oz 
Shovel Handiles.—Regular pattern, 
XX 4%-ft. $5.90 doz.; X 4%-ft.. $3.90 
doz.: D-handle, best grade, $7.95 doz. ; 
X grade, $4 doz. 
Spade WHandies.—D-handle, best 
X grade, $6 doz. 


grade, $7.75 doz.; 


HANDLES, TOOL.—No 
these lines; prices remarkably firm for 
months. 


HARDWARE (AGE 


HATCHETS.—Increased sales, due to 
reduction of prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Size 2 extra quality, 
broad hatchets, $17. y per doz.; com- 
petitive grade, $12.4 Ing warranted 
shingling hatchets, No. $13. 15 doz.; 
None sab ae Socwed inaites hatchets, 

oO 


change 


We quote from jobbers’ stocks, 
2. Chicago 

Axe antios.—2o. 1 hickory, $4 
doz.; No. 2, $3 doz.: finest selected 
white hickory, $6 doz.: mpocial white 
second growth hickory, $5 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.: finest second growth 
hickory, $1. 50 doz. 








Seattle Jobber Optimistic 


We are looking forward to a 
busy year in 1924. We feel that 
there is nothing to interfere with 
very good business for the first 
six months at least and our pur- 
chases are all based on that idea. 
We have a full stock and intend 
to keep it so, and believe that 
the situation fully warrants. this 
opinion. 

Business in the Pacific North- 
west has been very good for the 
past year, especially the lumber 
industry, and there is every in- 
dication that it will continue for 
several years. 

C. S. Wills, Treasurer, Seattle 
Hardware Co., Seattle, Wash. 








ICE SKATES.—Cold weather 
made demand and dealers’ stocks have 
been moved so that many reorders are 
being placed. 


HINGES.—Price situation shows no 
change; current business good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges in 
bundles, 4-in., $1.12; 5-in., $1.57: 6-in., 
$1.93; 8-in., $3.21; 10-in., $4.92 per 
doz. pairs. ‘Extra heavy T hinges in 
bundles, 4-in., 74; 5-in., $1. 
in., $2.31; 8in., $3. 95: 10-in., $5. 64 per 
doz. pairs. 


ICE CREAM FREEZERS.—Very good 
interest reported in future business. 


We quote from jobbers’ stocks, 
agg Chicago: White Mountain, 1- 
$4.85 list; 2-qt., $5.65 list; 3-qt., 
675 list; 4-at., $8. 25 list; 6-aqt.. $10 45 
list; 8-qt., $13. 50 li st; 10-qt., $18 list; 
12-qt., $21.55 list; 15- qt., 95.60 list; 
20-qt., $33.20 list: 25-at.. 
Arctic 1-qt., $4 list: 2-at., $4.6 list; 
3-qt., $5.55 list; 4-qt., $6.80 list; 6-qt., 
$8. 60. list; 8-qt., $11.10 list. All the 
above less 50 per cent discount. 


We uote from jobbers’ stocks, 
f.o.b. icago: Key clamp, rocker, 
men and boys, bright finish, 76c. per 
pair; key clamp, rocker, men and 
boys, nickel finish, $1.10 per pair: 
key clamp, rocker, polished steel 
runners, $1.36 per yt key clamp, 
hockey, women’s and girls’, $1.38 per 
pair; % key clamp, rocker, women’s 
and girls,’ $1.31 per pair; % key 
clamp, hockey, women’s and girls’, 
$1.38 per pair; screw-on hockey, $1. 19 
per pair; men’s ice skate outfits, 
$4.75 per pair; women’s ice skate 
outfits, $5 per pair. 


INCUBATORS.—Phenomenal demand 
continues. 
We quote from jobbers’ stocks, 


f.o.b.. Chicago: Incubators, 35 per cent 
discount; brooder stoves, 30 per cent 


has 
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each 
LARD PRESSES AND SAUSAGE 
STUFFERS.—Considerable fill-in busi- 


ness expected. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise, No. 25, 
4-qt., $7.28 each; No. 31, 6- “at, ‘$7. 89 
each; No. 35, 8- -qt., $8. 67 eac 


NAILS.—Some talk of price cuiihin in 
the local market, but prices, as a whole, 
seem sufficiently firm enough for mar- 
ket to hold at present levels. 


We quote from jobbers’ . stocks, 
f.o.b. Chicago: Common wire nails, 
$3.80 per keg, base; cement coated, 
$3.25 per keg, base. The extra for 
galvanized nails is now $2.25 for 1-in. 
—_ longer; $2.50 for shorter than - 

in. 


OIL STOVES.—Interest particularly 
active in these lines for spring delivery. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, $28 
each list; new Improved New Perfec- 
tion 2- burner, $22 each list; 3-burner, 
$28.50 each list; 4- burner, $35 each 
list; Superfex 2- ‘burner, $36 each list; 
3-burner, $45 each list; 4- burner, 
$58.50 each list. All subject to 30 per 
cent discount. Lots of ten or more 
are subject to 30-5 per cent discount. 


PAINTS AND OILS.—Prices continue 
to hold on linseed oil and turpentine; 
denatured aleohol dropped one cent. 
White lead advanced % cent per lb. 
We quote from jobbers’ stocks, 
f.o.b. Chicago 
Linseed Oil. mia. barrel lots, $1. ? 
per gal.; 5-barrel lots, 97c. per gal. 


Linseed Oil. — Boiled barrel lots, 
$1. = per gal.; 5-barrel lots, 99c. per 


geet insulated chicken waterers, 


ga 

45 eee .—Barrel lots, $1.07 per 
ga 

Denatured Alicohol.—Barrel lots, 
55c. per 


gal. 

White Cese -—100-Ib. kegs, 14%4c. per 
100 1b.; 50-lb. kegs, 14%c. per 100 Ib.; 
1214-Ib. kegs, 14%c. per 100 Ib. 

Dry: Paste.—In barrels, 6c. per 

Shellac.—(4-lb. goods) hike $3, 75 
per gal.; orange, $3.60 per 

English Venetian Red.—In Seeeite. 
$3.50 to $6.75 per 100 Ib. 


PYREX OVEN WARE.—Spring busi- 
ness looks promising; dealers’ stocks 


low. 
We quote from jobbers’ 
f.o.b. Chicago 
Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 d 
Casseroles. neil. No. 167, 12 
doz.; No. 168, $14 doz.: No. 183, 12 
‘ doz.; No. 184, $14 doz. 

Casseroles. —Oval, No. 193, $12 doz.; 
No. 197, $14 

Nursing Bottles. —Narrow neck, flat 
shape and wide mouth, 4-oz. (nar- 
row neck only), 80c. per doz.; all 
styles, 6-0z., $1.60 per doz.; 8-oz., $2 
per doz.; 10-0z., $2.40 per doz. 

Pie Pilates. —No. 202, $6 doz.; No. 
203, $7.20 doz.: Na 209. $7.20 doz. 
Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility eal 231, $8 doz.; No. 
232, $14°d 


RADIO.—Vacuum tubes very hard to 
get; wholesalers’ stocks practically 
depleted; sets and parts showing fine 
sale, 


REFRIGERATORS.—Requests for 
early delivery to insure adequate retail 
stocks have started the movement of 
refrigerators. 


ROLLER SKATES.—Current demand 
not exceptionally heavy; orders for 
spring delivery indicate active season. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Union Boys’ skates, 
°$1.55 pair; girls, $1.5 pair: Chicago 
boys’, a 45 pair; girls’, $1. 55 pair: 
rubber tired, boys’, $2.75 
pair; cirls’, $2.85 pair. 
ROPE.—Although advances on manila 


rope were predicted, they have not yet 


stocks, 
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been announced. No change has been 
reported in sisal, although it is felt 
that the Mexican situation may in- 
crease fiber costs or lessen the supply. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality manila 
rope, standard brands, 15%c. per Ib.; 
No. 2 manila rope, 14%4c. per Ib., base; 
No. 1 sisal yg highest quality, 
standard brands, 13%c. per Ib., base; 
No. 2 sisal rope, standard brands, 
12%c. per Ib., base. 

SASH CORD.—Advances threatened; 
local prices still unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 ag gs brands, 
$11 per jax hanks; No. 8, $12.60 per 
doz. hanks. 

SASH PULLEYS.—Activity continues 
on account of the large building pro- 
grams. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
60c. doz.; barrels, 54c. doz.; Common 


Sense, 2-in., 60c, doz.; barrels, 54. 
y No. 105, 57c. doz.; barrels, 53c. 
OZ. 


SCREEN DOORS.—No changes re- 
ported; future business has all been 
placed and after these shipments are 
made the demand will start for current 
business. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen doors, No. 266, 
2-8 x 6-8, $23.15 doz.; No. 296, 2-8 x 
6-8, $28.20 doz.; No. 311, 2-8 x 6-8, 
$33.20 doz.; No. 515G, 2-8 x 6-8, $40 


doz.; ; Window screens, No. 1833, ‘$5. 30 
doz.; No. 2433, $6.50 doz. 


SCREWS.—Situation unchanged; 
higher prices certainly not predicted 
by any. 


HARDWARE AGE 


We uote from jobbers’ stocks, 
f.o.b. icago: Flat head bright 
screws, 80 per cent new list; round 
head blued, 78 per cent new list; flat 
head brass, per cent new list; 
round head brass, 74 per cent new 
list; japanned, 74 per cent new list. 


STEEL GOODS.—Fair interest shown 
in future orders; neon higher than 
last season. 


SOLDER AND BABBITT METAL.— 
Prices very firm; orders continuing in 
large volume. 

We , from jobbers’ stocks, 
f.o.b. Chicago: Warranted, 50-50 
solder, $30 r 100 lbs.; medium, 45- 
55 solder, $29 per 100 lbs.; tinners’, 
40-60 solder, $28 per 100 Ibs.; high 
speed babbitt metal, $20 per 100 lbs.; 
Standard No. 4 babbitt metal, $11 per 
100 lbs. 

STEEL SHEETS.—Prices very firm; 
demand good, season considered. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 

$5.85 per 100 Ib.; 28-gage 
black sheets, $4.70 per 100 Ib. 

STOVE PIPE AND ELBOWS.—Future 

orders being placed freely by dealers, 

in view of the fact that prices continue 

the same as last fall. 

We quote. from jobbers’ stocks, 

f.o.b. Chica go: 26-gage 6-in., pipe, 
$17.50 per 100 joints; 28-gage, 6-in., 
pipe, $15.50 per 100 joints; 30-gage, 
6-in., pipe, $13.50 per 100 joi nts; 28- 
gage, 6-in. elbows, $1.60 per doz. 

WHEELBARROWS.— Orders coming 
in better volume as spring selling sea- 
son approaches; prices firm and un- 
changed. 
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quote from jobbers’ stocks, 
tobe Chicago: Common wood bar- 
rows, $3.50 each; common steel tray 
barrows, $5.50 each; steel leg garden 
barrows, $6 each. 


WIRE GOODS.—Some price cutting 
has been reported on screen wire for 
future delivery but has been localized 
and has not affected the market gen- 
erally. Large volumes have been 
booked at the ruling price which was 
announced at the first of the season. 
Other wire products remain firm, with 
demand from fair to good, depending 
upon the season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.70 per 100 lb.; catch weight 
spool galvanized cattle or hog wire, 
$4.60 per 100 lb.; 80-rod spool gal- 
vanized hog wire, $1.98 per spool: 
No. 9 galvanized piain wire, $4.15 
per 100 Ib.; polished fence staples, 
$4.25 per 100 lb.; catch weight spools 
painted barb wire, $4.30 per 100 Ib.; 
12-mesh black wire cloth, $2.10 per 
100 sq. ft.; 12-mesh galvanized wire 
cloth, $2.45 per 100 sq. ft.; 14-mesh 
bronze wire cloth, $6.70 per 100 sq. 
ft. in 60-ft. rolls; galvanized before 
poultry netting, 45-10 per cent dis- 
count; galvanized after poultry net- 
ting, 45 per cent discount. 


WRENCHES.—Prices firm; nothing 
in the nature of a change reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent off list; Coes wrenches, 
40 - 10 per cent off; engineers’ 
wrenches, 25 per cent off; knife han- 
dle wrenches, 40-10 per cent off. 
Stillson, 60-10 per cent off; Trimo, 
60-71% per cent off. 


New England Jobbers Report Conservative 
Buying by Retailers—Outlook Bright 


(Boston office of HARDWARE AGB) 


ik new year starts very encouragingly in the New 
England territory. Sales already booked by the 
shelf hardware jobbers are well in excess of those 
for the corresponding period last year, and the claim is 
that a start has not really been made. Mill supply busi- 
ness is coming along better than anticipated, and while 
some snow and ice has been experienced since last reports, 
they have not been sufficient to make much of a dent on 
the heavy hardware business. 

Another week away from Jan. 1 finds remarkably few 
price changes worthy of special mention. Numerous 
changes are being listed by manufacturers, but in prac- 
tically every case they concern only individual items and 
have no bearing whatever on values in general. While 
hardware jobbers are optimistic regarding going busi- 
ness, they admit that individual purchases have all the 
earmarks of conservatism. In other words, the average 
retail merchant does not appear wholly convinced that 
prices are up for keeps. There unquestionably is an un- 


AXLE GREASE. — Bad going has 
speeded up retail sales of axle grease to 
some extent, and this fact is reflected in 


are well in excess of those for the cor- 
responding period last year, and from 
what the jobbers can learn mills will 


dercurrent of feeling that values have been high so long 
now that some sort of a reaction is in order. 

Possibly this feeling is partly based on recent develop- 
ments in the building trades. Important and semi-im- 
portant building projects since Jan. 1 have been held up 
indefinitely, promoters maintaining building costs are too 
high to warrant the risk of a reasonable return on the 
investment. Newspapers have made quite a fuss over 
such announcements, which naturally has caused more 
or less uneasiness on the part of some merchants in this 
section. 

On the other hand, authorities say we are still a long 
way from the building saturation point; bankers, the fel- 
lows that handle the money, are quite optimistic regard- 
ing the future; the heads of our largest industrial con- 
cerns are equally optimistic; railroads are making money 
for the first time in months; automobile manufacturers are 
getting ready for a tremendous year. Surely it is no time 
to sit back and wait for a reaction. It is time, however, 
to push, and push hard. 
$4. 15; two-ply is quoted the same; 80- 
rod reels, ee tvantnss four-point in 


car lots, 0 per reel; in less than 
ear lots, $3.55; Lyman, four-point, in 


; ; ng oe lots, $3.40; 1 the lots, 
the wholesale market; prices steady and _ be in better position to make deliveries $3.65; Sat ply, ‘twisted, in_car. lots, 
unchanged. this year than they were in 1923. $2.84; in less than car lots, $3.09. 

We quote from Boston jobbers’ We quote from Boston jobbers’ BICYCLES.—Although jobbers have 
stocks: stocks not been officially informed they have 


Axle Grease.—Snowflake line, 1 at. 
containers, $4.10 per doz.; 2-qt., $7.25; 


Barbed Wire.—From store, 


ized, Waukegan, 80-rod reels, 


galvan- 
com- 


been given to understand that 1924 


4-qt., $12. 55. Frazier line, in 1-lb. tin mon, $4.30 per reel; two-ply, $3.78 per prices on bicycles will be practically 
containers, $1.80. per doz. » reel; catch-weights, common, $5.10 the same as those quoted last year. 
per 100-lb.; two-ply, $5. 


BARBED WIRE.—Additional bookings 
of barbed. wire for spring delivery re- 
ported by jobbers. Bookings to date 


From the mill, 
galvanized catch-weight, 
$3.90 per 100-lb.; 


f.o.b. Pittsburgh, 


in less than car lots, 


With this understanding, jobbers are 
drumming up new business. Boy cycle 
prices, it has been definitely decided, 


in car lots, 
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will be unchanged. Jobbers already 
have booked good business on the latter 
for spring delivery. 
We quote from Boston jobbers’ 
eee: 
No. 2, 


‘Cycles. —No. 1, $9 net; 
$10; We 3, $13; No. 4, 15. 


BLANKETS.—Jobbers intimate they 
will be out in about a week with new 
prices on stable and street blankets. 
Burlap blankets will be approximately 
10 per cent higher this year, but very 
little change is noted on quotations on 
street kinds. Where there is a change, 
a very slight advance has taken place. 


BUTTS AND HINGES.—Forward busi- 
ness in butts and hinges assuming siza- 
ble proportions; manufacturers. well 
supplied with orders; jobbers anticipate 
no trouble on deliveries to New Eng- 
land retail hardware dealers. 


CHAIN.—The market for tire chains 
has come to life again, now that snow 
and ice have been experienced in prac- 
tically all parts of New England. On 
certain sizes of certain makes jobbers 
are out, but retail dealers, by doing a 
little shopping, can undoubtedly find all 
they want in this line. Machine chains 
are perhaps a little more active. 


We quote from Boston jobbers’ 
stocks: 

Tire Chains.—McKay and Weed 
makes, 1 to 11 sets, a5. per cent dis- 
count; 12 to 49 sets, 33% per cent 
discount; 50 sets and more, 40 per 
cent discount. 

Chains.—Twist lengths, 
13c. per 


3 tone or open 

#s-in., 16%c. per 
er lb.; -in., 14c. 
; #e-in., 12%c. per Ib.; %-in., 


r Ib. 
Proof Coil Self-Colored Chain.— 
Ye-in., $14.65 per 100 Ib.; 


BP » $11.20; %-in., Ee 
9.45: %-in., $9.10; %-in., $9. 
in., $9.40; % - in., $9. 10; 1- in., $3 80. 


CUTLERY.—Cutlery, generally speak- 
ing, has started the new year in a sat- 
isfactory manner, say jobbers. Scissors 
and shears, as well as pocket knives, as 
might be expected, are not moving as 
well as some other lines. but wholesale 
houses are confident that a general im- 
provement is in store. Retail stocks of 
= kinds of cutlery are reported as 
sma 


a quote from Boston jobbers’ 
Straight Shears.—Universal line, 
japanned, 6-in., 5 per doz, net; 6% 


in., $8.50; 7-in., $9; 7%-in., $9.55; 8- 
ss 1 §-in., 12. aiceer- Plated. 
$9.1 in, $9.5 7-in.. 

$10, 10; pe in., $10 15; 8- “ie $11.15: 
9-in., Left hand, 7%-in., $13.80. 
hy m4. = a ned, 7-in., 

, $13.55; 10- 


ag 8- _ $10.75; 9-in 


a meed Shears. — Nickel - mented. 
7%-in., $12 per doz., aoe: 8-in., $12 a 


Scissors.—Pocket, 4-in. - $8.35 
Son. net; 4%-in., $8. 65. ismbroidery, 
3%-in., 7.65; 4-in $8.35. die 
+ a. $8 r 4%-in., " $8. 70; 5-in., $9. 
-in., 


FENCING.—Business in fencing for 
future delivery holding up remarkably 
well. Jobbers have more fencing busi- 
ness on their books than they ever be- 
fore had in January. 

a. quote from Boston jobbers’ 
are Fencing ——Keystone Steel & Wire 
Co. line, Blue Ribbon from store, 60 


por ost cont discount;, factory shipments, 
33 $0. :. $6.10 per roll, net; No. 636, 


. $4.90; No. 1047, 6-in. 
stays, a 90; No. 1047, 12-in., stays, 


100 Ib., 


Staples, Blue Ribbon wire, $5.10 per 
in full packages. 


HARDWARE AGE 


FISHING TACKLE.—Since Jan. 1 
manufacturers and large distributors of 
fishing tackle have made shipments, and 
these will be constant from now on. 
Preliminary orders booked by jobbers 
indicate there will be a heavy and 
steady demand for fishing tackle this 
season. Prices are little changed from 
last year and are holding steady, it is 
reported. With the completion of stock 
taking, many retail dealers who already 
have placed orders will find, it is be- 
lieved, that they need additional goods. 
In view of the fact that quite a large 
number of the trade have not yet 
covered their requirements, jobbers are 
urging those who need more equip- 
ment to get under cover. 





We Agree with You 


“HARDWARE AGE, 
“New York City. 
“Gentlemen: 

“A business that is not worth 
advertising is not worth patron- 
izing. 

“A business that won’t adver- 
tise won't be in business long. 

“Advertising is the great fac- 
tor in the race for business. The 
only ones who win are those who 
advertise—truthfully and per- 
sistently. 

“What do you think about it? 

“Very truly yours, 
“E.R. WAITE, Secretary, 
“Shawnee, Okla., Board of Com- 
merce.” 











GUNS AND AMMUNITION. — The 
Savage Arms Corporation, Utica, 
N. Y., in common with other manufac- 
turers of firearms, is out with 1924 
prices, which show unimportant 
changes compared with those listed for 
1923. 
m. & quote from Boston 
Ammunition.—Loaded shells, 25 and 
10 per cent discount; rim fire car- 
tridges, 25 per cent discount; center 
fire cartridges, 18 per cent discount. 
Drop Shot.—Smaller than B, $2.60 
per bag; B and larger, $2.85 per bag; 
Air Rifle, Boy Scout, shot, $4.65 per 


jobbers’ 


case. 
Guns.—Stevens’ line, No. 11, single 
shot rifle, $3.40, net; No. 17, $17.60; 
No. 26. $4.95; No. 27, $8; No. 12, $6.50; 
No. 14%, $4.05; No. 44, $15.75. Double 
barrel hammerless shotgun, No. 330, 
12-16-20 gage, $21.85; 410 gage, $23; 
No. 335, $24.30; No. 235, $20.75. Re- 
' peating shotguns, No. 522, $55; No. 
520, $32.90. Savage line, model 99a, 
calibers 30-30, 303 and 300, $31; model 
99b, takedown, $35; model 99c, cali- 
bers 33-30 and 303 with 22-in. barrel, 
and caliber 300 with 24-in. barrel, $31. 


HOCKEY STICKS. — Hockey sticks 
selling in a retail way almost as well as 
they did before Christmas. Some re- 
tailers are cleaned out and are in the 
market daily with small repeat orders. 


We quote from Boston jobbers’ 
stocks: 

Hockey Sticks.—Boys’, $3.60 to $4 
per doz., net; men’s, $7.75 to $16 per 
doz., net. 
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LUNCH KITS.—Good business being 
booked by jobbers for lunch kits. 


We quote from Boston jobbers’ 
stocks: 

Lunch Kits.—Universal line, No. 
310, $3.50 each, Laat No. * oe , $4; No. 
410, $3.75; No. $3.25. Discount 
25 and 10 per eo For 12-piece 
lots, 25, 10 and 5 per cent. 


NAILS.—Jobbers accumulating a con- 
siderable number of orders for wire 
nails, to be shipped later in the year. 
If these orders are any criterion, retail 
dealers’ stocks are low. Mills, it is un- 
derstood, are in a position to make 
prompt shipments, and jobbers are con- 
fident of meeting retail requirements. 
PE quote from Boston jobbers’ 


——.. —Wire, $4.10 per keg, base, 
from store; from mill, in less than 
carload lots, $3.35 
and in carload lots, 4 
base, f.o.b. Pittsburgh. G 
wire nails, l-in. and longer, add ease 
per keg; shorter than l-in., $2.75; 
cut nails, from store, $4.55 per keg, 
base; direct shipments, car lots, 
$3. 60 per e base; in less than car 
lots, Tremont, cut nails, from 
store, $4. 3 per keg, except hardened 
steel, which are $8.10; from mill 
$4.05, f.o.b. Wareham, Mass., except 
hardened steel which are $7.60; West- 
ern cut nails, direct shi ents only 
$3.75 base, “se bye =: gal 
vanized, four 
smaller, $6.30 tor. | Pe oa paee 
_— er $7.05; from store, four penny- 

eight and ‘smaller, $6.80 base, larger 
37. BE: cement coated nails from mill, 
in less than eee 3.75 per keg, 
base; in carloads .45; hard steel 
nails, from store, 3,4 10 per keg, base; 
from factory, ; blued 3-penny- 
a light sterilized lath, $2.05 per 

eg 


PLUMBERS’ TORCHES.—The recent 
cold snap, which caused many pipes to 
freeze in various sections of New Eng- 
land, has stimulated the demand for 
plumbers’ torches. Jobbers’ stocks are 
small, but so far as can be learned, all 
orders received by them have been 
filled. 

We quote from Boston jobbers’ 
stocks: 

Piumbers ‘Torches. — Clayton & 
Lambert line, No. 208, 1-qt., $7 each, 
No. 144, 1-qt., : No. 146, 1-at., 
$3.60; Selfblo, $1. 

POULTRY SUPPLIES.—Now that the 
cold weather has driven hens inside 
houses, poultry raisers have found it 
necessary to replenish drinking foun- 
tains, etc. This fact is reflected in the 
jobbing market, where quite a sizable 
increase in poultry sales is noted, both 
for immediate and future wants. 

Pe i quote from Boston jobbers’ 


e, style K, 
No. 20, 70 egg capac ty, $16. 
0; N 





s, $132; No. 5, 
iscount, 30 per 


Brooders.—Queen line, No. 1, 600 
— BR gp $21.50 No. 2, 
ieee $26.50. 7. R, 

30 per cent. 

Staples. —Galvanized poultry net- 
ting, direct factory shipments in car 
lots, $5. 25 4 cwt.; in less than car 
lots, 5.60. m. fobbers’ —— in 
100-Ib. Kegs, 35. "16 per cwt.; in 10-Ib. 
packages, $8; in i papers, $9; in 
$4160 papers, $9.75; in eelb” papers, 

ROOFING MATERIAL.—Roofing ma- 
terial of all kinds and makes is going 
big, sales being far in excess of those 
this time last year. Orders received by 
jobbers not only call for immediate, but 


future shipments. In the market for 
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futures shingles are particularly ac- 
tive. 


We _ quote from Boston jobbers’ 


stock 
ng Paper rs line, slate 

nt Bae x er roll; 
tandard, $2. Leader, light 
(35~ Ib.), $1.60; medium (45-lb), $2.05; 
heavy “- p> $2.55. Bird line, Uni- 
$1.17 per roll; 2-ply, 
: .83. American Ready 
oer El line, 1-ply. keg 2-ply 
og tf ply, $2.56 ran tized, 2-ply, 
1.78; 3-ply, 2.11. 

Shingles.—. aproid line, lock top, 
5.26 per square; strip, $5.75; super. 
strip, $6.55; individual, $5.75; super 
giant, $8.50. Neponset, twin, $6.75 
per square; America win 75; 
American four, asphalt, 34. 75; Pro- 
slate, individu al, $6. 

Wallboard .—Neponset, $35 per 1000 
ft.; American, $28.68. 

Paper. —Bermico sueathing. $85 a 
ton; tarred felt, $61.50 


SCREENS AND DOORS.—Additional 
orders have been booked by jobbers for 
screens and doors, to be delivered later 
in the year. The market situation 
otherwise is without special feature. 

bo quote from Boston jobbers’ 


Screen Cloth.—Black, 12-mesh, $2.40 


» $2.90. Opal, 
5 per 100 sq. ft.; 14- 
mesh, $3.45; 16-mesh, $3.95; all from 


ton store. Direct mill shipments, 
f.o.b. Pittsburgh, a. -mesh, 
$2.15; 14-mesh, $2.6 5. Bronze screen 
ae Te hs 24-in. ¢ Ay 48-in., — 
stock, Cc. per sq. actory, Co 
16-mesh, 8c.; 18-mesh, 8c. 


$20.80 per doz.; 2 x 8 x 6, $21.75: 2x 
Wy $88.40; .80; . = "", 93. 80; No. 454, x 
2x 8. $29.60: 2 x 10, $30; 


’ , i 
$38. 60. All prices net, from store. A 
10 per cent discount, is allowed on 
direct factory shipments. 


SCREWS.—Many retail stocks of wood 
screws are down to small proportions 
and good forward business has re- 
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sulted. The market for machine screws, 


etc., reported very firm. 


We quote from Boston jobbers’ 
stocks: 
Wood Screws.—Flilat head, bright, 
75 per cent discount; flat head, blued, 
nd per cent discount; round 
head blued, 72% per cent discount; 
flat head, brass, 70 per cent discount; 
round head, brass, 674% per cent dis- 
count; flat head, galvanized, 57% per 
cent discount; flat head, nickel, 62% 
per cent discount: round head, nickel, 
a per cent discount. 
achine Screws, Etc. — Machine 
screws, flat and round, hex., No. l, 
2 and 3, 45 per cent discount; No. 4 
and larger, 50 and 10 per cent dis- 
count; fillister iron, Nos. 2 and 3, 
40 per cent discount; No. 4 and 
larger, 45 per cent discount; flat and 
round head, brass, Nos. 2 and 3, 40 
per cent discount; No. 4 and larger, 
45 per cent discount; fillister brass, 
Nos. 2, 3, 4 and larger, 35 per cent 
discount; coach screws, 45 per cent 
discount; set screws, including head- 
less, 50 and 10 per cent discount; can 
screws, square and hexagon, 50 and 
10 per cent discount; flat head can, 
20 per cent discount; fillister can, 
331%, per cent discount; lag screws, 40 
per cent discount. 


SHEET ZINC.—Sheet zinc has been ad- 
vanced 4c. per lb. This change is the 
first one made in prices since early in 
September last, and is a somewhat be- 
lated one, in view of the advance in 
spelter. 


We quote from Boston jobbers’ 
stocks: 





Sheet Zinc.—600-lb. casks, 11%c. 
per lb.; 200-lb. casks, 11%c.: 100-Ib. 
casks, "115¢¢.; Broken lots, 12%c. 
per Ib 
SHOVELS. — Recent snows have 


speeded up sales of all kinds of snow 
shovels, much to the satisfaction of the 
retail trade. A few retailers have found 
it necessary to reorder from jobbers. 


We quote from Boston jobbers’ 
stocks: 
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Snow Shovels.—Long handle, steel, 
$5.50 per doz., net; steel D handle, $6; 
split wood D handle, 6.50; Massa- 
chusetts long handle, $8.75; Massa- 
chusetts D handle, 

Fire Shovels.—Japanned. No. 54, 
7Z2c. per doz.; No. 86, 84c.; No. 80, 
60c. Galvanized, No. 254, 78c. per 
doz.; No. 256, 94c. 


SKATES.—With the colder weather 
has come a better market for ice skates 
and skating outfits, but business is by 
no means brisk. Retail stocks as well 
as wholesale are believed to be more 
than sufficient for any business that 
may develop between now and Febru- 
ary, when the skating season officially 
closes. 


We quote from Boston jobbers’ 
stocks: 

ice Skates. —Boys’, key, toe clamp, 
85c. to $3 per pair; girls’ strap heel, 
key toe clamp, $1.10 to $3 per pair. 

Roller Skates.—Union Hardware 
Co. line, No. 2, 70c. to 76c. per pelt 
net; No. 3, ie. to 82c.; No. 10, 0 
to $1. 20; Nos. 5 and 6, $1. 65 to Pe 90. 

Skating Outiite. —Boys’ and men’s 
sizes 3 to 11 inclusive, $4.25 to $6.50 
per outfit. Girls’ and women’s sizes 
3 A 8, inclusive, $4.25 to $7 per 
ou 


WINDOW GLASS.—Continued good 
business on window glass is reported by 
retail and wholesale hardware dealers. 
Retail stocks, generally speaking, are 
down to rather narrow limits, and job- 
bers’ stocks are in fair condition only. 


Pa: quote from Boston jobbers’ 
stock 

Window Glass. — Single A. 25 
bracket, 85 per cent deavunt: 34 to 
40 bracket, 84 per cent discount: 
larger, 82 per cent discount. Double 
‘A. all sizes, 83 per cent discount. 
Single B. 25 bracket, 85 per cent: dis- 
count; 34 to 40 bracket, 85 per cent 
discount: larger, 83 per cent discount. 
— B, all sizes, 86 per cent dis- 
coun 


Pittsburgh Mills Show Strong Tendency 
to Hold Prices at Present Levels 


(Pittsburgh office of HARDWARE AGE) 


some extent. 


The structural steel market is more active 


falling off in new orders placed with the mills as 

compared with the previous two or three weeks, 
this is not taken to mean that it will continue, but rather 
it is the result of the footing up of inventories, with the 
natural hesitation in placing new business until this 
work has been completed, and out of the way. This quiet- 
ing down in new orders seems to have been more pro- 
nounced locally than in other leading steel centers. 
notably Cleveland, Chicago and other cities. As we 
noted in our previous report, the mills are pretty well 
fixed with orders for first quarter shipment, and they 
will likely run close to 85 per cent or more of capacity in 
that period. Specifications against contracts placed last 
month are said to be coming in freely, quick shipment 
being asked in most of them, this bearing out the general 
belief that stocks are low, and that the goods are needed. 

Consumers and jobbers are still pursuing the policy 
of placing orders for delivery in the near future, but on 
some lines it is necessary to buy ahead for at least three 
months, and in such cases, an understanding exists that 
in case of violent decline in prices before shipments are 
completed, fair adjustments will be made in prices on 
such contracts. 

The recent improvement in the oil trade has brought 
about an increase in demand for plates’ and other forms 
of steel used in building oil storage tanks. The fact too 
that the railroads are again coming in the market for cars 
is helping the plate and structural shapes market to 


\ N ] HILE the first week of the new year showed some 


than for some months, some large business being placed 
right along, and other large work is pending. A notable 
contract for structural steel placed last week was for 
13,000 tons for new buildings for the Ford Motor Com- 
pany of Detroit, this being taken by the McClintic, Mar- 
shall Co. of this city. Other structural work in sight 
amounts close to 50,000 tons. 

‘Some large sales of foundry iron were made in the past 
week, prices being fairly strong, with consumers buying 
only for delivery over the next month or two. Output of 
pig iron this month, also of steel ingots, will show a 
slight increase over December. The shutdown at the 
holidays for inventory and repairs cut down output of 
both to some extent. 

The feature of the steel market is the strong tendency 
of the mills to hold prices at their present levels. The 
entire market is quite strong and no important changes 
are expected in the near future. 

The hardware trade is in fairly satisfactory shape. 
Prices are well sustained, but the trade is surprised that 
some reductions have not been announced. These were 
generally expected, but the opinion is growing that as 
long as steel prices hold firm, as they are doing now, 
makers of hardware products will not make any lower 
prices, they claiming that the margin of profits now is 
so small that they cannot do so. The mild winter so far 
has seriously cut into sales of winter goods such as steel 
sleds, skates, lap robes and other goods that are usually 
in good demand in the winter months. 
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loads or larger quantities. 


Steel Pipe, 


Wrought Iron Pipe, 





Stapies, galvanized, base, per keg 
Steel Pipe, black, butt welded, 1 a 
galvanized, butt welded, 1 to 3-in 
Tin Plate, bright, per base box 
Woven Fence, carloads to jobbers 
Woven Fence, carloads te retailers. « 
Wrought Iron Pipe, black, 1-in. ‘to 1%-in 
galvanized. l-in. to 1%-in 


PITTSBURGH BASE PRICES 


Note: It should be understood that prices given below are f.o.b. mill, Pittsburgh, and are quoted only for car- 
For smaller lots, the usual advances apply. 


Annealed Fence Wire, base, No. .! eaee et Sel Micon es obi sthe ac 04s 66 eume WOaSeeneRT $2.90 

Bright Plain Wire, base, ie hh RE a SS RET a, 5 SRR Ay gh AP Sogo, Sei 2:75 

Chain, Pound, base, per pee a TENT Le Seat ne ca ae PAL, CNM 2 OR ABTS. AR. 6.50 

Galvanized Barbed Wire, base, Ss vdecnihccbue Seeeks ee ees e Cuneo’ , 3.80 
Galvanized Wire, No. 9, base, per 100 Ib... 2.2... ee ee cece ee eee eee ewe ere ne sones 3.35 tia 
EE er ee eer Ferre eee 60, 10 one 10 off list , toa: 
es r,s one eh aad aes sees eteee 60 and 10 off list " 
Machine Bolts, c.p.c. and t. nuts, 3% X 4-im.... ccc ccc eee g sence 50 and 10 hoe cent off list 

Ce SO a ta wi ne 6 0.0. e bb ae eee ‘atk bs o'b.6 4b © tO ee ee eee ee $3.15 

nt es I ee i i ne ee here eh bea hne st ese eeb etwas 3.00 

ee ee rr, i a a, swiss ot dO05 D6 Ot eM oth OSS 6 0006s Ab ee beens 3.45 
I i Oe wale 6-6 Es Od bee * 4d OA ee Oh OS 6 Re OREO 2.40c. 
i. nee che eh On Ub bet RAGE s cede Conteh eeeeun ee 2.50c. 

Sheets, i: i otis ol td etadpmenhs bs tak oe tiowtaneeun 3.00c. 

Sheets, ee eit a Ba tne bees hsb eek ahens eeee Te Sv ewetaas «eke 3.85c. 

Sheets, galvanized, 28 gage, per Ib............ 2 Oe-+ been wet Ce Aee we Owe 1% ceasdabee cosie 5.00c. 

a ee a ks ae he on Snes Cah k & ONSEN S 6 BO SOED DOM On-e'O a ee 2.40c. 

a ee GT eS SS ee er errr ee er ee ‘ Hy 


Freight Rates 


All freight rates from Pittsburgh on finished iron and steel products, carload lots, per 100 Ilb.: 


Philadelphia, sane. 7. i. DD . « onteucs<ceodees fs ie se Ree 
Philadelphia, export. : a Fe eee 0.2158 Kansas. City........ 
Baltimore, domestic. et he Cleveland, Youngstown Kansas City (pipe)... 
Baltimore, export..... 0.225 BL, 6 6ceu enon coe 19 Fe ae 
New York, domestic... 0.34 SEE susedess cewens 0.29 0 ES ao 
New York, export..... 0.255 Eos «ken a's oe 6-0 0.2 Omaha (pipe)...... 
Boston, domestic...... 0.365 TURUAMBGEED oc cccccses 0.31 2666 u seuss es 
Boston, export........ 0.255 ED <ae% cen eae cede 0.34 Denver (pipe)...... 


Pin mit Gide neice ide mir ea a 44 an's aa 62 per cent off list 


0 aiehe se 6 eee 65 off list 
Pe ee aS 30 off list 
ivéeneees Caedeeu 13 off list 


ese Gweeeeeeeeeeeseeeseetet eee e286 ee 


rPeeenweeaegqges@edvwensses 8 88 68 ¢ O09 @ 


. .$0.43 Pacific Coast.......... $1.15 
.. 0.735 Pae. Coast, ship plates. 1.34 
0.705 Birmingham ........-. 0.58 
.. 0.60 Memphis ....--+«+++-+ . 0.56 
-. 0.735 | Jacksonville, all rail... 0.70 
oe by + a Jacksonville, rail and . 
- Se 6g aha we bs 0.415 
bia sis New Orleans .....-.+--. .67 


...90% per cent off list 
$5.50 
67% off list 








AXES.—Nothing new to note; demand 
seasonable; prices holding firm. 


We quote from jobbers’ stocks, 
f.o.b. Pittsburgh, as follows: 
First grade, single bitted axes, 


handled, $19 per doz.; unhandled, $15 
er doz.; double bitted axes, handled, 
24 per doz.:; unhandled, $20 per doz.; 
second grade axes, single bitted, 
handled, $17.50 per doz.; unhandled, 
$14.50 per doz.; double bitted, han- 
dled, $21 per ‘doz.: unhandled, $18 


er doz. 
BOLTS AND NUTS.—Makers say they 
have considerable orders for delivery 
this month, but specifications are not 
coming very fast, probably due to the 
fact that some consumers have not yet 
figured up inventories. Prices are re- 
ported as holding better than for some 
time. We quote in large lots; jobbers 
and warehouses charging the usual ad- 


vances for small lots out of stock: 

Machine bolts, small, rolled threads, 
60, 10 and 10 per cent off list. a- 
chine bolts, all sizes, cut threads, 60 
and 10 per cent off list. Carriage 
bolts, % x 6 in.; smaller and shorter, 
rolled threads, 60 and 10 per cent off 
list. Carriage bolts, cut threads, all 
sizes, 60 per cent off list. Lag bolts, 
65 and 10 per cent off list. Plow bolts, 
Nos. 1, 2 and 3 heads, 50 and 10 per 
cent off list; other style heads, 50 per 
cent extra. Machine bolts, c.p.c. and 
t. nuts, % x 4 in., 50 and 10 per cent 
off list; larger and longer sizes, 50 
and 10 per cent off list. Hot pressed 
square or hex. nuts, blank, 4.25c. off 
list. Hot pressed nuts, tapped, 4.25c. 
off list. C.p.c. and t. square or hex. 
nuts, blank, 4c. off list; ec.p.c. and t. 
square or hex. nuts, tapped, 4c. off 
list. Semi-finished hex. nuts; ts in. 
and smaller, U. S. S., 80 and 5 per 
cent off list: % in. and larger, U. S. 
S.. 75 and 5 per cent off list; small 
sizes, S. A. E., 80, 20 and 5 per cent 
off list: S. A. E., % in. and larger, 
75, 10 and 5-per cent off list. Stove 


bolts in packages, 75, 10 and 5 per 
cent off list. 
10 and 2% per cent off list. 
bolts, 60 and 10 per cent off list. 


Stove bolts in bulk, 75, 
Tire 
Bolt 


ends with hot pressed nuts, 60 and 5 
per cent off list. Turnbuckles, with 
ends, % in. and smaller, 55 and 5 
to 50 per cent off list. Turnbuckles, 
without ends, %-in. and smaller, 70 
and 10 to 65 and 5 per cent off list. 
Washers, 5c. to 5.25c. off list. Cap 
and set screws; milled square and 
hex. head cap screws, 70 per cent 
off list; milled set screws, 70 per cent 
off list; upset cap screws, 75 and 10 
per cent off list; upset set screws, 75 
and 10 per cent off list; milled studs, 
50 and 10 per cent off list. Rivets: 
Large structural and _ ship _ rivets, 
base, per 100 lb., $2.75 to $2.85; small 
rivets, 65 and 10 to 70 off list.’ 
IRON AND STEEL BARS.—tThe mills 
are well filled with orders for ship- 
ment this month, but consumers are 
still buying only for nearby needs, 
being able to get prompt shipments, 
and say there is no incentive to their 
wants. Prices on steel bars are hold- 
ing very firm on the basis of 2.40 cents, 
Pittsburgh. Demand for iron bars is 
quiet. 

We quote soft steel bars, rolled 
from billets, at 2.40c. base; bars for 
cold- finishing of screw stock analy- 
sis, $3 per ton over base; reinforcing 
bars, rolled from billets, 2.40c. base; 
refined iron bars, 3.25c. base, in car- 
load lots or more, f.o.b. Pittsburgh. 
The above prices are for carloads or 
larger lots, jobbers and warehouses . 


charging the usual advances for. 
small lots from stock. 


POULTRY NETTING.—Jobbers _re- 
port that orders for spring delivery 
are expected to be heavy. Prices are 
firm, local jobbers quoting their trade 
45 and 5 per cent off list for galvanized 
after weaving, and 45 and 10 and 
for galvanized before weaving. 


SHEETS.—Mills report they are well 
filled with orders for shipment during 
this quarter, and this is having the 
effect of very much closer adherence 


to regular prices. It now takes a very 
desirable order for black or galvanized 
sheets to bring out anything lower than 
the regular market. The automobile 
makers have been buying sheets quite 
freely for the past month. Regular 
prices on No. 28 gage black sheets are 
3.85 cents at mill, and for 28 gage 
galvanized are 5 cents at mill, these 
prices being for carloads or larger lots. 
Jobbers charge the usual advances for 
small lots from stock. 


STEEL PIPE.—Nothing more has been 
heard of the report going here last 
week that an early advance in prices 
on steel pipe would be made. New 
orders and specifications against con- 
tracts so far this year have shown a 
good increase over the same period 
— month. 


$3. 39 steaie 7.18 $ 9.31 
es C4 ay i" . 9.71 12.59 

- 36 $5.50 1%%.. 11-60 15.05 
ye... 4.17 56.48 . 15.61 20.25 
%.... 5.12 6.56 oi 24.68 


. Above prices per 100 ft. f.o.b. Pitts- 


WIRE plenioritis ines coming in 
at a fair rate; mills report specifica- 
tions against contracts satisfactory; 
prices ruling firm; jobbers’ stocks very 
complete. 


Jobbers quote retail 
stocks as follows: 

Wire nails, $3.40 to $3.50 base, per 
keg; galvanized, 2-point cattle wire, 
$3.38 per spool; galvanized, 2-point 
hay wire, $3.63 per spool; galvanized, 
4-point cattle wire, $3. 60 per spool; 
galvanized, 4-point hay wire, $3. 90 
per spool; No. 9 annealed fence wire, 
3.30 per 100 Ib.; No. 9 galvanized 
fence wire, $3.90 per 100 Ib.: woven 
wire fencing, 63 per cent off list. All 
cae - gees prices on spools are for 

-ro 


trade from” 
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Futures Improving in Cincinnati 
—Dealers’ Stocks Low—Prices Firm 


(Cincinnati office of HARDWARE AGE) 

ROM information at hand, it appears that hardware 
PH asin increased on an average 20 per cent in vol- 

ume in 1923 as compared with 1922. This is a con- 
servative estimate, some jobbers reporting an increase of 
about 30 per cent in the amount of business done. 
supply houses report sales at least 20 per cent greater 
The trade generally is 
looking for another good year during 1924. 

While it is a little early yet to forecast conditions, job- 
bers with salesmen on the road report that buying is sat- 
isfactory. The policy of buying from hand to mouth is 
still being pursued by a large number of dealers, but future 


last year than in the previous one. 


orders are much better. 


ALCOHOL.—The recent cold spell cre- 
ated a big demand for denatured alco- 
hol for automobile radiators. Prices 
are very strong, an increase of 12 cents 
per gal. having recently gone into ef- 


fect. 
We quote from Cincinnati jobbers’ 
ae: Denatured alcohol, 55c. per 
gal. 


ALUMINUM WARE.—Two manufac- 
turers have made reductions amounting 
to approximately 10 per cent on cast 
aluminum ware. Demand is fair. 


AUTO COASTER WAGONS.—New 
price list issued, effective Jan. 1, shows 
no changes from the one in effect last 
fall. Jobbers’ quotations will not be 
changed in the first quarter; demand 
fair. 

AUTOMOBILE ACCESSORIES. — 
Sales heavy during the past two 
weeks, mostly for engine covers, radia- 
tor covers, alcohol and chains. Future 
business coming through in good vol- 
ume; jobbers optimistic for a good 
year’s trade; price changes few and far 
between. 


AXES.—Demand fair, stocks good, 
prices firm, one manufacturer having 
guaranteed prices until April 1. 


BOLTS AND NUTS.—Demand picking 
up; stocks good; prices firm. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, small sizes, 50 
and 10 off; large sizes, 45 and 10 off: 
carriage bolts, small, 45 and 10 off; 
large, 40, 10 and 5 off; stove bolts, 
70 and 10 off; semi-finished nuts, es 
in. and smaller, 75 off; larger sizes, 


65 off. 
BUILDERS’ HARDWARE. — Some 


building work is being held up on ac- 
count of jurisdictional disputes among 
unions, but residence building is go- 
ing ahead in large volume, and build- 
ers’ hardware continues in good de- 
mand. Prices unchanged and firm. 


CLIPPING MACHINES.—Orders get- 
ting more numerous; future business 
showing much promise; prices strong. 


We quote from Cincinnati jobbers’ 
stocks: Stewart No. 1 clipping ma- 
chine, $12.75 list; one-man power 
shearing machine, $21 list; top plates, 
No. 90 and No. 360, $1.25 each list; 
bottom plates, No. 99 and No. 361, 
$1.75 list. Dealers’ discount 33% per 
cent. Stewart electric clipping ma- 
chine, pedestal type, $85 list; shear- 
ing machine, st, f.o.b. factory 
Chicago, with 25 per cent discount to 
dealers. 


expected. 


Mill 


The price situation is stable. 
changes reported in the last three weeks, and few are 
Manufacturers generally feel that during the 
first quarter of the year at least prices will be maintained 
at present levels, though some of them seem to feel that, 
with manufacturing costs advancing, there should be 
advances in their products. 

With inventories completed, buying for stock is ex- 
pected to develop larger proportions, as it is said that 
stocks on dealers’ shelves have never been so low. 
stabilized prices ruling, dealers are showing more confi- 
dence, and are increasing their orders for the more staple 
lines of goods on which prices have been announced for 


There have been few 


With 


this year’s delivery. 


COAL HODS.—Recent cold weather 
created a tremendous demand for coal 
hods; reorders heavy; prices strong. 


COTTON GLOVES.—Orders now be- 
ing taken for September delivery. Evi- 
dently dealers were unable to get suf- 
ficient supply last year, and are tak- 
ing no chances this year. Prices 
steady. 


CUTLERY.—Jobbers have not pen 
prices, although some manufacturers 
recently advanced pocket cutlery 20 per 
cent; sales in good volume. 


DRILLS.—-Orders more numerous; 
prices unchanged; stocks good. 


We quote from Cincinnati jobbers’ 
stocks: Carbon drills, 60 and 10 off list. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Extremely cold weather af- 
fected sales for a few days, but mild 
weather following increased demand; 
prices steady. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$4.75 per 100 ft.; 28-gage, 3-in. cor- 
rugated conductor pipe, $5 per 100 
ft.; 3-in corrugated conductor el- 
bows, $1.75 per doz. 


ELECTRICAL GOODS.—No let-up in 
demand; sales still good; prices very 
firm. 


FILES.—Demand showing some im- 
provement; prices steady; stock ade- 
quate. 


We quote from Cincinnati jobbers’ 
stocks: Files, all makes, a range of 
55 to 60 and 10 off. 


GALVANIZED WARE.—Demand fair; 
stocks good; no price changes. 

bee quote from Cincinnati jobbers’ 

Oo 


st 

Galvanized Tubs.—No. 0, $5 doz.: 
No. 1, $6.15 Pe No. 2, $6.90 doz.; 
No. 3, $8.45 doz. 

Galvanized Pails.—10- -qt., $2.35 doz.; 
12-qt., $2.55 doz.; 14-qt., $2.85 doz.: 
16-qt., $3.40 doz. 


Garbage Cans.—Witt No. 1 with lid, 
$3. 7. each; No. 2 with lid, $4.35 each; 
No. 3, $5 each; Witt — with lids, 


No. $1.60 each: No. 8, $1.80 each; 
No. Ky $1.95 each. 
GLASS. — Demand continues good; 


stocks adequate; prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Single and double strength 
A, first three brackets, 86 per cent 
discount; over first three brackets, 
84 per cent discount; double strength 

* <A, 85 per cent discount: double 
strength R, 87 per cent discount. 


HACK SAW BLADES.—Fair demand; 
steady prices. 


We quote from Cincinnati jobbers’ 
stocks: Hack saw blades, 50 and 5 
off. 


HICKORY HANDLES.—Orders com- 
ing in greater volume for early and 
spring. delivery; prices strong; stocks 
in fairly good shape. 


We quote from Cincinnati jobbers’ 


stocks: Uay fork handles, 5% ft. 
straight $3. 35 doz.; 6 ft. straight, 
$4.35 doz.; 7 ft. straight, $6.50 doz.; 5 


ft. bent, $3.35 doz.; 5% ft. bent, $3. 95 
doz.; 6 ft. bent, $5 ‘doz. ; Long manure 
forks, $2. 85 doz.; D-shovel handles, 
$6 doz.; D- shape handles, $5.85 doz. 


ICE SKATES.— Sales heavy the past 
few days; stocks pretty well cleaned 
out; prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Common ice skates, 85c. pr.; 
nickel plated, $1.35 pr.; nickel plated, 
hardened runner, $2.10 pr.; hockey, 
$1.70 pr.; ladies’ skates, $1.13 pr. 

LANTERNS.—New price list on Dietz 
lanterns same as the last one issued; 
no changes in jobbers’ quotations will 
be made this quarter; demand improv- 
ing. 

We quote from Cincinnati jobbers’ 
stocks: Supreme, No. 210, $7.75 doz.; 
Supreme, No. 240, $12.75 doz.; 130 
Midget Vehicle lantern, red lens, iron 


clamp, enameled, B. E. lens, $17 doz.; 
167 Supreme, $12.75 doz.; 100 Supreme 


Megurch. $15 doz.; Monarch, $8 doz.; 
Monarch, ruby glow, $10 doz.; D-Lite, 
$13 doz.; Little Wizard, $8. 50 doz.; 
Blizzard, No. 2, $13 doz.; Blizzard, 
brass fount and top, $18 doz.; Buck- 
eye Dash, doz.; Railroad, No. 39, 
$15 doz. 


LAWN MOWERS.—Orders for spring 
delivery highly satisfactory; prices un- 
changed and not likely to change for 
this year’s delivery. 


We quote from Cincinnati jobbers’ 
stocks; Common lawn mower, 12-in., 
$5.75 each; 14-in., $6 each; 16-in., 
$6.25 each: better grade, 12-in., $7; 
14-in., $7.25; 16-in., $7.50: cheap ball 
bearing, 14-in., $7.75; 16-in., $8; reg- 
ular ball bearing, 14- -in., $9: 16-in., 
$9.55; 18-in., $9.75; high- Pw ball 
bearing, 14-in., $10.25: 16-in., $10.65; 
18-in., : high grade, ball bearing. 
with 5 knives, 16-in., $12.75; 18-in., 
$13.50; 20-in., $14.25. 


NAILS.—Orders good; prices steady; 
stocks in fair shape. 
We quote from Cincinnati jobbers’ 


stocks: Common wire nails, $3.50 per 
keg; cement coated nails, $3.20 per 
eg. 


PAINTS AND OILS.—Linseed oil 
down 5 cents per gal. since last report, 
with turpentine showing an advance of 
2 cents per gal.; ready mixed house 
paints and lead prices unchanged; de- 
mand satisfactory. 
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We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.90 per gal.; linseed oil, single bar- 
rels, 93c. per gal.; turpentine, single 
barrels, $1.0 07 per gal.; white and red 
lead, 12%-lb. kegs, 14%c. per gal. 


ROOFING PAPER.—Some manufac- 
turers have made slight advances, but 
jobbers’ quotations have not been 
changed as yet; demand consistently 
good. 

ROPE.—Future orders better; current 
sales satisfactory at unchanged prices. 


We quote from Cincinnati jobbers’ 
stocks: Best grades Manila, 19c. per 
lb.; sisal, 13%c. per Ib. 


SASH CORD.—Some manufacturers 
have temporarily withdrawn prices, as 
they figure costs are so high that they 
cannot sell sash cord at present prices; 
advances expected; no changes in job- 
bers’ quotations. 


We quote from Cincinnati jobbers’ 
stocks: Better grades, 80c. per Ib.; 
medium grades, 45c. per Ib. 


HARDWARE AGE 


SASH WEIGHTS.—Demand continues 
fair; prices steady. 
"We quote from Cincinnati og 
stocks: Cast iron sash weights, $2.5 
per 100 lb. 


SCREWS.—No price changes; demand 
improving slightly; stocks good. 


We quote from Cincinnati jobbers’ 

stocks: Machine screws, 66 off; 

coach screws, 40, dad 5 off; cap 

ont got screws, 70 off; wood screws, 
orl. 


SHEETS. — Demand _ good; 
steady; stocks in good shape. 


We quote from Cincinnati jobbers’ 
stocks: Blue annealed sheets, No. 10, 
4.10c.; black, 28-gage, 4.80c.; galva- 
nized, 28-gage, 85c. 


WEATHERSTRIP.—Sales have been 
good; prices steady. 
We quote from A wey Fine ped 
stocks: Woo o. 
x -s 25 per 1000 ft: No. 1. § $20 _ 
1000 ft.: N 000 ft.; No. 


os Oo. ° 
7, $33.75 per ye a. ° Derelt oe Nos. 
60 and 61, $17 ° 


prices 


WR per 1000 ang $27 50 per 
1000 ft.; No. 65, $40. 50 per 1000 ft.; 
all rubber, No. 9 per 1000 ft.; No. 
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10, $2.75 per 100 ft.; No. 11, $3.50 per 
100 ft. 


WHEELBARROWS.—Futures improv- 
ing; stocks improving; prices strong. 
We quote from Cincinnati jobbers’ 
stocks: Cheaper wheelbarrows, steel 
trays, $3.85 each; better grade, 18 10 
each; contractor’s barrows, 5.40 
each; concrete barrows, $5.90 each. 


WIRE CLOTH.—Spring orders coming 
through in good volume; prices show 
no change. 


We quote from Cincinnati jobbers’ 
stocks: Black painted, 12-mesh, $2 
per Ps sq. ft.; opal, $2.65 per 100 
8q. 


WRENCHES.—Orders in better vol- 
ume; prices holding steady. 


We quote from Cincinnati jobbers’ 
stocks: Agricultural wrenches, 60 
off; Coes wrenches, 40 and 1 
Stillson, 60 off; 
on Wrenches, No. ] 
sets, $15.25 each; No. 202, hea 
sets, $8 each; No. 404, Universal sock- 
et sets, $7 ‘each; No. 505B, screw- 
driver sets, $3. 40 each; less 40 per 
cent on all Snap-on wrenches, f.o.b. 
Milwaukee. 
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Quiet Tone in ‘Twin Cities Market 
—Big Building Boom in Prospect 


(Minneapolis office of HARDWARE AGE) 
HERE is, of course, the usual after-the-holidays lull 
in retail sales, although the extreme cold weather 
coming after Christmas greatly stimulated the sale 


of snow shovels, skates and sleds. 


Very few firms have completely finished taking inven- 
tory but indications are that 1923 will show up well as 


ASH SIFTERS.—Sales quiet; stocks 
goods; prices steady. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Square wood sift- 
ers, $3.75 per doz.; round metallic, 
$4 per doz.; wood barrel, $12 per doz. 


AXES.—Sales improving in sections 


where wood cutting is done; stocks 
good; prices firm. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: 
base weights, $14; 
weights, $19 per doz. 


Single bit axes, 
double bit base 


BALE TIES.—Fair demand; stocks 
good; prices unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Single loop bale 
ties, 65-10 per cent from list. 


BOLTS. — Manufacturers and other 
large users of bolts actively in market; 
good volume of business being placed 
by jobbers with the manufacturers in 
order to fill up stocks; prices as last 
quoted. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Large and small 


carriage bolts, 45-5 per cent; large 
and small machine bolts, 50-5 per 
cent; stove bolts, 70 per cent. Lag 


bolts, 60 per cent. 
BRADS.—Mills and woodworking fac- 
tories placing orders for early spring 
deliveries; actual retail demands light; 
prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 
25-Ib.. boxes, 70-10 per cent. 


BUILDERS’ HARDWARE.—Very little 
immediate demand but a good deal of 
work in prospect for the spring season; 
some estimates are already being given. 


Reading matter continued on page 82 


few months. 


compared to 1922, as the spurt early in the year would 
balance off somewhat the lull experienced during the last 


Business is expected to be rather quiet during the next 


two months, but just as soon as the spring season opens 


COAL HODS.—Sales fair; stocks fair; 
prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 17-in, open jap- 
anned, $3.75; 18-in. = $4. 25; 17-in. fun- 
nel japanned, $4.8 18-in. -» $5.25; 
17-in. open TA I $5.30; 18-in., 
$5.80; 17-in. funnel galvanized, $6.65; 
18-in., $7.10 per doz. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Demand rather quiet 
at this time; stocks good; prices steady; 
some interest noted for spring delivery 
by jobbers. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Baves trough, 
lap joint, single bead, 5-in., $5.25 per 
100 ft.; 3-in., 28-gage conductor pipe, 
$5.40 per 100 ft.; 3-in. conductor 
elbows, $1.73 per doz. 


FILES.—Retail sales fair; large users 
showing interest in later delivery; 
stocks ample; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files, 
50-10 per cent; second grade files, 
65-10 der cent. 


GALVANIZED WARE.—Jobbers’ 
stocks good; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1, 
galvanized tubs, $6.85; No. 2, $7.75; 
No. 3, $8.95; heavy galvanized tubs, 
No. 1, $12; No. 2, $13.25; No. 3, 
- 50: standard et ae pails, 10- 

$2. 55; 12-qt., $2.90; 14-qt., $3.20; 
ay stock pails, $5; 18-at. stock 
pails, $5.75 per doz. 


GLASS AND PUTTY.—Jobbers’ stocks 
are good; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices; 
single strength glass, 82-10-5 per 
cent: double strength glass, 84-10-5 
per cent; Puty, 50-Ib. Seal drums, 


a decided improvement is expected as there is a great deal 
of construction work in prospect. 


$5 per cwt.; 25-lb. steel drums, $5.20 
per cwt. 


HAMMERS AND HATCHETS.—Job- 
bers report business coming in from 
retailers to fill in stocks; prices as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carpenters’ ham- 
mers, Maydole No. 11%. $13.50; 


Riverside 611% 
hatchets No. 2, 
$17. 15: Plumb ee 4 No, 2, $13.15; 
Plumb claw No. , $14.40 per doz. 


LANTERNS called winter demand; 
stocks good; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: etz tubular lan- 
terns, long or short globe, $13 per 
doz.; gy lanterns No. 210, $7.75 
per doz.; 240, $12.75 per doz.; 
No. 130, Midget vehicle lanterns, 
$17 per doz. 


NAILS.—Contractors showing interest 
in price of nails for spring work; no 
change in prices, 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Standard wire 
nails, $4.10 per keg, base; cement 


coated nails, $3.60 per keg, base. 
OIL HEATERS.—Stocks pretty well 
sold -— prices firm. 


quote from jobbers’ 
PP Twin Cities: capatines p—_— 
steel, 3-qt. capacity, $3.50 each; 
nickel polished steel, 4-qt. capacity, 
$5.40 each. 


PYREX OVEN WARE.—Very good 
holiday trade; stocks good; prices un- 
— 


stocks, 


quote a jobbers’ stocks, 
PP Twin Cities: Pyrex oven ware; 
No. 101 casseroles, $1.33 each; No. 


197 casseroles, $1. 17 each; No. 202 le 
plates, 50c.; No. 210 pie plates, 67c.; 
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For Every Kind of Contract 


HARDWARE AGE 


There is a proper McKinney Butt 
or Hinge for every kind of job—at 
the right price. Whether it is fora 
costly mansion or an humble 
bungalow you can get the right 
érade of McKinney Butts, and all 
concerned will fare well—the 
architect, builder and owner, to 
say nothing of yourself. Many and 
many a builder has proved the 
merit of McKinney goods. And 
the same is just as true of retail 
hardware merchants. 


MCKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
Western Office and Warehouse — Chicago 


VIC IKIININ 


Garage hardware, door hangers and track, door bolts and 
latches, shelf brackets, window and screen hardware, 
steel door mats and wrought specialties 
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No. 212 bread pans; 66c: No. 231 
utility pans, 67c.; No. 12 teapots, 2- 
cup. $1.67 each; No. 24, 4-cup, $2 
each: No. 36, 6-cup, $2.33 each. 
REGISTERS. — Stocks good; 
steady. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Cast steel regis- 
ters, 33% per cent from lists. 


ROPE.-—Stocks good; prices stationary. 


prices 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades 
manila rope, 17%c. per Ib.; best 


grades sisal rope, 15%c. per Ib. 


SANDPAPER.—Large consumers in- 
terested for delivery in February and 
March; jobbers’ stocks ample for pres- 
ent demand. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades No. 
1, per ream, $6.50: Second grade No. 
1, per ream, $5.85; Garnet No. 1, 
$16.50 per ream. 


SCREWS.—Large users placing con- 
siderable business; strictly retail de- 
mand only fair; stocks sufficient for 
business in hand; prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
screws, 75-5 per cent; round head 
blued screws, 72% per cent; flat head 
japanned, 67% per cent; flat head 
brass screws, 70 per cent; round 
head brass, 6714 per cent. 

SKATES.—Cold weather has brought 
on a much better demand for skates; 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Men’s No. 1624 
skates, 80c. per pair; 1624%, $1.15 
per pair: 524%, $1.21 per pair. Ladies’ 
No. 5624%, $1.06 per pair: Nestor, 
Johnson hockey, plain, $7.50 per 
pair, nicke] plated, $8.50 per pair. 


SNOW SHOVELS AND SIDEWALK 
SCRAPERS.—More seasonable weather 
has caused improved demand for this 
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line; stocks in good condition; prices 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Good grade scrap- 
$4.75 per doz.; straight handle 
. straight handle _ steel 
blade, $5.25; galvanized steel blade D 
handle, $12 per doz. 


SOLDER.—There is a good demand for 
solder. Stocks are ample. Prices firm. 


STEEL SHEETS.—Sales of steel sheets 
remain rather inactive at this time and 
no decided improvement expected until 
building season opens; prices station- 
ary. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28-gage galvan- 
ized steel sheets, $6.40 per cwt.; 28- 
gage black steel sheets, $5.30 per cwt. 


STEEL TRAPS.—Colder weather and 
heavy snows have improved demand 
for steel traps; stocks good; prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin ties: Victor No. ‘ 
$1.65; No. 1, $2; No. 1%, $3.05; No. 
2, $3.97; Newhouse Oneida Jump, No. 
0, $2.07; No. 1, $2.38; No. 1%, $3.48 
per doz. 


STOVE GOODS.—Sales rather quiet; 
stocks have been well worked down; 
prices show no change. 


We auote from jobbers’ stocks, 
f.o.b. Twin Cities: Stove  boards,, 
crystallized. 28 x 28, $16.15; 30 x 
30, $18.70; 36 x 36; $23.65; stove pipe, 
uniform blued, 28-gage, 6-in., knock- 
down, $14.60 per 100 joints: common 
6-in. corrugated elbows, $1.35 per 
doz.; 6-in. adjustable charcoal iron 
elbows. $1.95 per doz.; dampers, cast 
iron, wood or coil handles, $1.40 per 
doz.; stove shovels, 14%-in., ja- 
panned, 60c. per doz.; 21%-in., Jum- 
bo, japanned, $1.55 per doz.; Jumbo, 
Jr., °0c. per doz. 


TACKS.—Large consumers, such as up- 
holstery factories, are actively in the 
market; stocks good; prices unchanged. 
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‘We quote from jobbers’ ‘stocks, 
f.o.b. Twin Cities: American cut 
tacks in 2 oz. packages, 6, 8 and 10 
oz., 60c. 55c. and 50c. per doz. pack- 
ages, respectively; 8-oz. blued carpet, 
3lc. per doz. packages; No. 11 double 
pointed, 35c. per doz packages; 8-02. 
cut tacks, in bulk, 15%c. per Ib.; 
6-0z., 16%c. per Ib. 


TIN PLATE —Large users anxious 

about deliveries because of oversold 

conditions at factories; prices stiff. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Tin plate, furnace 


coke ICL, 20 x 28, $16.50; roofing tin 
1c, 20 x 28, 8 lb. coating, $15 per 
box. 


WHEELBARROWS.— Some demand 
from coal dealers; prices as last quoted. 
jobbers’ stocks, 


Wood stave bar- 
ont-ve per doz. 


We quote from 
f.o.b. Twin Cities: 
rows, fully bolted, 
Tubular steel, No. , $6.75 each; 
wood garden barrows, $6.25 each. 


WIRE.—Interest being shown for early 
spring use; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed wire 
painted cattle, 80-rod spools, $3.70; 


galvanized cattle, $3.97; painted hog- 


wire, $3.96; galvanized hog-wire, 
$4.25: smooth black annealed No. 9, 
$4 per cwt.; smooth galvanized an- 


nealed, $4.45 per cwt. 


WRENCHES.—Demand for immediate 
need fair; jobbers report good volume 
of business from dealers for early de- 
livery; stocks fairly good on most lines; 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 65 per eent; Coe’s 
wrenches, 40-10 per cent; engineers’ 
wrenches, 62% per cent from new 
lists: knife handle wrenches, 40-10 
per cent; Stillson and 
wrenches, 60 per cent. 
wrenches in sets, No. 101, $15.25: No. 
202, $8: No. 404, $7: No.505B., 
less 40 per cent, f.o.b. Milwaukee. 








KENTUCKY HARDWARE AND IMPLEMENT 
ASSOCIATION, Louisville, Jan. 22, 23, 24, 25, 
1924. J. M. Stone, secretary-treasurer, 202 
Republic Building, Louisville, Ky. 

MOUNTAIN STATES HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, City Audi- 
torium, Denver, Colo., Jan. 21, 22, 23, 
1924. W. W. McAlister, secretary-treas- 
urer, Boulder, Colo. 

WESTERN RETAIL IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, Missouri 
Theater Building, Kansas City, Jan. 15, 16, 
17, 1924. L. W. Shouse, manager of ex- 
hibit in Convention Hall, Central and 
Thirteenth Streets, Kansas City, Mo. H. 
J. Hodge, secretary, Abilene, Kan. 


West VIRGINIA HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Huntington. 
Jan. 15, 16, 17, 18, 1924. James B. Carson, 
secretary, 1001 Schwind Building, Dayton, 
Ohio. 


TEXAS HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Dallas, Jan, 22, 23, 24. 
1924. Headquarters, Adolphus Hotel. A. 
M. Cox, secretary, 822 Dallas Co, Bank 
Building, Dallas. 


INDIANA RETAIL HARDWARE ASSOCIATION, 
Inc., CONVENTION AND EXHIBITION, Cadle 





Indianapolis, Jan. 29, 30, 31, 


Tabernacle, 
Feb. 1, 1924. G. F. Sheely, secretary, 
Argos, Ind. 


OKLAHOMA HARDWARE AND IMPLEMENT 


ASSOCIATION CONVENTION AND EXHIBITION, 
Oklahoma City, Jan. 29, 30, 31, 1924. 
Charles L. Unger, secretary, 425 Conti- 


nental Building, Oklahoma City. 


VIRGINIA RETAIL HARDWARE ASSOCIATION 
CONVENTION, Lynchburg, Feb. 5, 6, 7, 1924. 
Thomas B. Howell, secretary, Richmond. 

NEBRASKA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Lincoln, Feb. 
5, 6, 7, 8, 1924. George H. Dietz, secretary, 
414-419 Little Building, Lincoln, Neb. 

IDAHO RETAIL HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CONVENTION, 
Boise, Jan. 29, 30, 31, 1924. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 


PACIFIC NORTHWEST HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Spo- 


kane, Wash., Feb. 6, 7, 8, 1924. E. E. 
Lucas, secretary, Hutton Building, Spo- 
kane, Wash, 


MONTANA IMPLEMENT AND HARDWARE AS- 
SOCIATION CONVENTION, Billings, Feb. 6, 7, 
1924. A. C. Talmage, secretary, Bozeman. 


OREGON RETAIL HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CONVENTION, 
Portland, Feb. 13, 14, 15, 1924. E. E. 


Lucas, secretary, Hutton Building, Spo- 
kane, Wash. 
WISCONSIN RETAIL HARDWARE ASSOCIA- 


TION CONVENTION AND EXHIBITION, Milwau- 
kee Auditorium, Feb. 6, 7, 8, 1924. George 
W. Kornley, manager of exhibits, 1476 
Green Bay Avenue, Milwaukee. P. J. 
Jacobs, secretary-treasurer, Stevens Point, 
Wis. 

MICHIGAN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Grand 
Rapids, Feb. 12, 13, 14, 15, 1924, Karl &. 
Judson, exhibit manager, 248 Morris Ave- 
nue, Grand Rapids, A. J. Scott, secretary, 
Marine City, Mich. 

PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION, INC., CONVENTION 
AND EXHIBITION, Philadelphia Commercial 
Museum, Philadelphia, Feb, 12, 13, 14, 15, 
1924. Sharon E. Jones, secretary-treasurer, 
Wesley Building, Philadelphia, Pa. 

IowA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Des Moines, 
Feb, 12-15, 1924. A. R. Sale, secretary- 
treasurer, Mason City, Iowa. 


Reading matter continued on page 84 
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Qu its imprint 


The Double Adjustment Feature 
Increases the Usefulness 


of R-W Vises 





R-W Vises may be operated in two ways. For quick adjustment, a 
slight turn of the handle will disengage the screw, so that the ribbed 
jaw may be instantly moved to any point and secured. Or the jaw 
may be moved on the screw like an ordinary vise. This patented, 
quick-action feature permits fast, accurate work, while the optional 
adjustment broadens the usefulness of an R-W Vise. 


The R-W takes a firm, secure, dependable grip. No intricate’ 
mechanism to get out of order. Strong, durable and always on the 





job. 
Our Catalog A-32 illustrates and describes 
both R-W Vises and R-W Manual Tr ining 
Benches. Write for it today. 
New York Chicago 
Boston Minneapolis 
Philadelphia Passer | 
ak, AURORA, ILLINOIS,U.S.A, Laadaagiben 
St. Louis San Francisco 


RICHARDS*WILCOX CANADIAN CO. If 
Winnipeg LONDON, ONT. Montreal 
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Here’s a Door 
Brace That 
Sells Fast 


Screen doors can’t sag with 
this Arcade Warner Door 
Brace. Each corner plate 
fits over two sides of door 
frame—a firm hold—easy 
to adjust. 


Demonstrate it in your 
store with an old 
screen door—show 
your customers how 
wobbly screen door 
corners can be held 
firmly in place 
with the Arcade 
Warner Door 
Brace—let them 

test it im your 
store—it'll sell 

itself, and at 


a good profit. 


ARCADE 


HARDWARE 











Also you can sell your 
trade the best screen 
door Spring Hinges made 
at a price no greater 
than that of inferior 
makes. The Arcade is the 
highest type of modern 
spring construction — quick 
and powerful—made with 
and without holdback—cannot 
get out of order. 





Dealers everywhere are making 
real profits on these and many 
other Arcade hardware and toy 
items. 


A few of our popular and profitable 
cast iron toys are: Yellow Cab— 
Ford Sedan — Ford Touring — Ford 
/ Coupe—Chevrolet Coupe—Red Baby 

Truck—Oliver Plow—Fordson Tractor 
aan & K. Truck Trailer—Andy Gump 
n +. > 


Your jobber can supply you. Write us 
for catalog No. 30-B showing complete line 


of Arcade hardware accessories and cast 
iron toys. 


Arcade Manufacturing Company 
Freeport, Illinois 
Also Makers of 


ARCADE 
HARDWARE AND TOYS 
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CONNECTICUT 
CONVENTION, Hotel Taft, New Haven, Feb. 
14, 15, 1924. Henry 8S. Hitchcock, secre- 
tary, Woodbury. 


New YorRK RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 19. 
20, 21, 22, 1924. Headquarters, McAlpin 
Hotel, and exhibition at Seventy-first Regi- 
ment Armory. John B. Foley, secretary, 
412-413 City Bank Building, Syracuse, 
i> Be 


OHIO HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Cincinnati, Feb. 19, 
20, 21, 22, 1924. James B. Carson, 1001 
Schwind Building, Dayton, Ohio. 


NEW ENGLAND HARDWARE DEALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Feb. 20, 21, 22, 
1924. George A. Fiel, secretary, 10 High 
Street, Boston 9, Mass. 


NORTH DAKOTA RETAIL HARDWARE AS- 
SOCIATION CONVENTION AND EXHIBITION, 
Municipal Auditorium, Fargo, Feb. 20, 21. 
22, 1924. C. N. Barnes, secretary, Grand 
Forks. 


MissouRI RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Marquette 
Hotel, St. Louis, Feb. 26, 27 and 28, 1924. 
F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 


CALIFORNIA RETAIL HARDWARE IMPLE- 
MENT ASSOCIATION CONVENTION AND EXHI- 
BITION, Civic Auditorium, San Francisco, 
March 18, 19, 20, 21, 22, 1924. LeRoy 
Smith, treasurer, 112 Market Street, San 
Francisco. 


ILLINOIS RETAIL HARDWARE ASSOCIATION 
CONVENTION, Hotel Sherman, Chicago, Feb. 
19, 20, 21, 1924. Leon D. Nish, secretary- 
treasurer, Elgin, IIl. 

MINNESOTA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXPOSITION, St. Paul 
Auditorium, Feb. 26, 27, 28, 29, 1924. C. H. 
Casey, secretary, Metropolitan Life Bldg., 
Minneapolis, Minn. 
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HARDWARE ASSOCIATION SouTH DAKOTA RETAIL HARDWARE ASSO- 


CIATION AND EXPOSITION, Coliseum Build- 
ing, Sioux Falls, March 4, 5, 6, 7, 1924. 
C. H. Casey, secretary, Metropolitan Life 
Bldg., Minneapolis, Minn. 


SouTHERN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
Los Angeles, March 11, 12, 13, 1924. H. L. 
Boyd, secretary, 435 San Fernando Build- 
ing, Los Angeles. 


AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION, in conjunction with the 
Southern Hardware Jobbers Association 
Convention, New Orleans, La., April 8, 9, 
10, 11, 1924. Headquarters, Roosevelt 
Hotel. F. D. Mitchell, secretary-treasurer, 
1819 Broadway, New York, N. Y. 


SoUTHERN HARDWARE JOBBERS ASSOCIA- 
TION, in conjunction with the American 
Hardware Manufacturers Association Con- 
vention, New Orleans, La., April 8, 9, 10, 
11, 1924. Headquarters, Roosevelt Hotel. 
John Donnan, secretary, Richmond, Va. 


SOUTHEASTERN RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION, composed of Ala- 
bama, Florida, Georgia and Tennessee, 
Convention and Exhibition, Atlanta, Ga., 
May 27, 28, 29, 1924. Walter Harlan, sec- 
retary, 701 Grand Theater Building, At- 
lanta, Ga. 


MISSISSIPPI RETAIL HARDWARE AND Im- 
PLEMENT ASSOCIATION CONVENTION, Biloxi, 
June 9, 10, 11, 1924. Guy Nason, secretary, 
Starkville. 


HARDWARE ASSOCIATION OF THE CARO- 
LINAS CONVENTION, Wrightsville Beach, 
N. C., June 17, 18, 19, 1924. T. W. Dixon, 
secretary-treasurer, 717-718 Commercial 
Bank Building, Charlotte, N. C. 


NATIONAL RETAIL HARDWARE ASSOCIATION 
CONVENTION, San Francisco, Cal., June 16, 
17, 18, 19, 1924, Herbert P. Sheets, secre- 
tary, Argos, Ind. 





Attractive Sets of Yellow Ware 


The Brush-McCoy Pottery Co., 
manufacturers of art, glazed and 





utility ware, Zanesville, Ohio, in an 
effort to assist retailers in the sale of 
its yellow ware is supplying its yellow 
ware to retailers in sets of various 
sizes. These sets are being offered in 
every size, from three to six bowls. 
Most stores use the standard set YJ, 
5, 6, 7, 8, 9 in., and for special sales 
one size smaller, 4, 5, 6, 7, 8 in. Mer- 
chants have found that they can sell 
five bowls as well as one, making a 
larger sale with the same effort, be- 
cause every housewife can always find 
a place for more mixing bowls in the 
kitchen. 


New Congoleum Booklet 


The Congoleum Co., Inc., 99 Chauncy 
Street, Philadelphia, Pa., has recently 
issued a new edition of its pocket 
pattern book for retailers. The book 
has been issued with a view of afford- 
ing a convenient reference regarding 
the main facts about “Gold-Seal Con- 
goleum Art-Rugs, Gold-Seal Congoleum 
By-the-Yard and Gold-Seal Congoleum 
Rug-Borders,” together with reproduc- 
tions in exact colors of all available 
patterns. 


Du Pont Powder Men Meet 


The discussion of business conditions 
was a feature of the second annual 
convention of the Sporting Powder Di- 
vision of E. I. du Pont de Nemours & 
Co., Inc., held Jan, 2-4 at the Hotel du 
Pont, Wilmington, Del. 


Reading matter continued on page 86 
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Back 


This view shows 
the handy arrange- 
ment. Think how 
easy the selling is 
with a stock ar- 
ranged like this. 


— 





display + storage 


Get the plus out of your various stocks. Display them under glass, 
grouped by class so that every sale will help make another. 


For instance a Sherer Case used this way will certainly pay— 


—one section for Auto Accessories or Sporting Goods 
—another for Carpenter’s Tools or Bathroom Fixtures 
—another section for Radio Equipment or Toys 


—use the top shelf right under the glass for Pocket Cutlery or Precision Tools or 
Silverware. 


the more they see the more they buy 


The Sherer Case actually gives you 50% more display space than the ordinary show 
case. The goods displayed are samples which are not disturbed. The sliding glass 
front can be locked. 


And the stock is stored in easy running drawers behind the display. 


See what this means, not only in attracting attention and increasing sales but also in 
ease of handling and serving. 


There is nothing like the Sherer Case. It economizes in space—it saves time and 
trouble—it assembles your goods in a logical arrangement—it sets your stock off to the 
very best advantage. 


Let us send you further details about this wonderful Case that 
gives you both display and storage. Use the coupon today. 


SHERER GILLETT CO., *7 grist Soe 


Sal ant 











Front 


Glass top, glass 
ends, glass f ront. 
Everything in 
plain sight and 
displayed to best 
advantage. 






Ce SSS SSS SSS SS SS SSS 


Sherer Gillett Co., 17th and 8. Clark Sts., Chicago. 







: Gentlemen: Please send further particulars about the Sherer Case as 
' advertised in Hardware Age. We cam use a case about... .feet lonr 
bd ‘ ik a Seo ed re tint bain Obes OCS OOS CORE WEENS DEeeaeeecoseeRees 
. s 
Mail it toda ae ie eereerreeeerteeerrrerrretrrrettrrettitttreettrtietereee 
e er gos ried kceieneciers <canexoxonnwonnans 
| Ges ode ébeticesdoderedeasedscéwe Sb abeeescoceceseseéesoeéees 











“| know is good, and to have 


“| Ace Hardware Mfg. Corp. 


rs Nees 




















““There’s a genuine thrill 
in selling a good article” 
quoting Albert Weck, of Ed- 
ward Weck € Sons, jobbers 
and retailers of cutlery in New 

York and Brooklyn. 

‘that’s why I like to handle 
the Ace.” 

And what Mr. Weck says 
about the Ace Knife Sharp- 
ener holds good with all of 
us. It is a real pleasure 
to sell an article that you 


that feeling of confidence 
that it will do just what is 
claimed for it—and a little 
more. 

Ace Knife Sharpeners never 
bring back complaints. They 
make satisfied customers 
that will come to your store 
for other merchandise be- 
cause they know you handle 
only the best. 

On the edge of the shelf— 
any shelf, head high, is an- 
other suggested location for 
| the Ace. It is never in the 
: way and always in place 
4 when you want it. 








PHILADELPHIA 
San Francisco 
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Washington News 


(Continued from page 69) | 
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literary purposes, made in good faith 
for use thereof by such society or 
institution.” 

A recent significant development in 
the price maintenance campaign has 
been the general movement in all in- 
dustries to seek the benefits that would 
be derived from the proposed legis- 
lation. In this connection the pub- 
lishers of school books and the manu- 
facturers of surgical instruments have 
called the attention of the promotors 
of this legislation to the fact that 
under the provisions of Section 2 of 
the Kelly bill they would have little or 
no protection, as their products are 
largely sold to school boards, medical 
or scientific institutions, hospitals, etc., 
which are exempted from the applica- 
tion of the law. 


School Book Industry Affected 


Information has been received here 
that country school boards have fre- 
quently been made the victims of un- 
scrupulous book salesmen and pur- 
suaded to pay more than the standard 
price for large quantities of books. 
Obviously, if Section 2 of the Kelly bill 
were a law, other school boards having 
inside information and requiring large 
numbers of books 
force heavy price concessions. To meet 
this situation, Mr. Wyant has written 
into his bill the following substitute 
for Section 2 of the Kelly measure: 

“Sec. 2. In cases of sales of such 
article or articles of commerce to the 
United States, or any politial sub- 
division thereof, or in cases of sales 
of such articles to any State or public 
library, or to any society or institution 
incorporated or established solely for 
religious, philosophical, educational, 
medical, scientific, philanthropic, or 
literary purposes, made in good faith 
for use thereof by such society or insti- 


tution, a uniform price thereof may be 


scheduled as in subdivision (b) of 
Section 1 of this Act, Provided, that 
such price shall not exceed the price 
scheduled for the sale thereof to the 
public.” 

Mr. Wyant desires it to be clearly 
understood that he has no pride of 
opinion in the measure he has in- 
troduced. As one of the new members 
of the Committee on Interstate and 
Foreign Commerce he is taking a very 
lively interest in the matter of price 
maintenance legislation and desires the 
committee to have before it every angle 
of this important question. 

He has, therefore, deemed it wise to 
present in bill form his views with 
respect to certain important aspects of 
the matter. He will cheerfully accept 
the judgment of the full committee as 
to the final form which may be given 
to the bill to be reported to the House. 

Attorney General Daugherty has cast 
a large and very soggy blanket over 
certain activities of trade associations 


would be able to. 
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in an opinion addressed to Secretary 
Hoover, 1n which he holds that, while 
the trade association may legally. col- 
lect production and cost data concern- 
ing an industry and transmit it to 
the Department of Commerce, or some 
other agency of the Government, it is 
prohibited from distributing such data 
among its own members. 

This news will be unwelcome to teaile 
association executives, and it is far 
from pleasing to Secretary Hoover, who 
feels that this interpretation of the 
law will discourage trade associations 
from collecting data of great value to 
commerce and industry and to the Gov- 
ernment, as the only use that can le- 
gally be made of the statistics is to 
turn them over to some Federal agency. 
The Secretary fears that certain large 
trade associations may even go so far 
as to disband if Mr. Daugherty’s views 
are sustained, as they were primarily 
organized for the purpose of collecting 
and distributing at very considerable 
expense production and cost data, a 
task they are not likely to pursue from 
purely philanthropic motives. 

The Attorney General’s opinion was 
solicited by Secretary Hoover as the 
result of the decree of the District 
Court of the United States for the 
Southern District of Ohio, handed down 


last November in the case of the United 


States against the Tile Manufacturers’ 
Credit Association. The court held in 
this case that the defendants were not 
restrained from maintaining an associa- 
tion, either voluntary or incorporated, 
and that such association might receive 
and compile for transmission to any 
Government agency information and 
statistics as to production, shipments, 
stocks on hand and prices. But the 
association was restrained by the court 
from distributing the information 
among its members. 


Hoover Seeks Interpretation 


In soliciting the Attorney General’s 
view as to the scope and application 
of this ruling to the work of trade as- 
sociations in cooperation with the De- 
partment of Commerce, Secretary 
Hoover said: 

“It is not the desire or purpose of 
this department to continue operations 
under the cooperative plan, if it is in 
conflict with the policy of your depart- 
ment; it is our desire, however, to call 
your attention to the situation that, in 
my opinion, will develop, if my inter- 
pretation of this decree correctly ex- 
presses the policy of your department. 
I think there is great likelihood that 
not only the associations from which 
this department now receives valuable 
statistics, but a great many others will 
discontinue the collection of informa- 
tion and statistics as to production, 
shipments, stock on hand and the prices 
on closed transactions. They will not 
go to the expense of collection if the 
only use that can be lawfully made of 
them is to transmit them to some gov- 
ernmental department. If this should 
happen, I fear that the efficiency of this 
department in carrying out the purposes 


Reading matter continued on page 88 
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One of Your Best Customers for Carborundum ews) 
Sharpening Stones is the Carpenter ee 

N his work the carpenter recognizes no seasons—he is busy all | 
of the time. ce 


His plane bits, chisels and other edge tools constantly need the 
attention of a good sharpening stone—a Carborundum Stone—to 
keep them on the job with a good, clean, keen-cutting edge. bas 








Sell him Carborundum Stones. Sell him on the idea of Carborun- 
dum being the fastest cutting stone you know of—a stone that : 
cuts uniformly, wears uniformly—lasts for years. eee 














Display Carborundum Stones along with your general tools on 
your counters—in your windows. 
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Let every carpenter know you handle Carborundum. 


CARBORUNDUM. 


SHARPENS THE TOOLS OF THE WORLD 
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A New Complete Catalog of Carborundum Products 








[ees just off the Press. Use the Coupon “The 
1 as | . Carborundum 
pois : Company 
wea The ,? “ Niagara Falls, N. Y. - 
: Carborundum Company | Please send me catalog and 
P ; .’ details of No. 7 Display 
Niagara Falls, N. Y., U.S. A. , Case Assortment 
¢ New York Philadelphia Detroit ' 
- Chicago Cleveland Milwaukee 
Boston Cincinnati Pittsburgh 
Grand Rapids Name 
: Address 
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Fact No.9 
Uniformity in 
size and length 
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The shanks of all Mephisto 
Auger Bits are uniform in 
size and length because they 


are stamped to size in a die. 


Therefore all Mephisto Bits 
seat in a brace, chuck or ex- 
tension bit holder straight 
and rigid. 


Tell your bit customer that he 
can bank on this fact. 


WM he Bit you dont 


have to push ” 





The W. A. Ives Mfg. Co. 
—- WA Wallingford, oot 
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set forth in the act creating it would 
be very greatly impaired. 

“I respectfully request that you in- 
formally advise me, in view of the fore- 
going, whether or not this department 
should discontinue its present plan of 
cooperation with trade associations.” 


Data Must Go to Governmental Agency 


In answer to Secretary Hoover’s in- 
quiry the Attorney General said: 

“In my judgment, the effect of gen- 
eral information as to the conditions of 
an industry, such as the total produc- 
tion, shipments, stocks on hand and 
the average price, or range of prices, is 
entirely different from that resulting 
from each person engaged in an in- 
dustry receiving directly, or through a 
common medium, reports which reveal 
to him the exact condition of the busi- 
ness of all of his competitors. 

“Again, the idea seems to be preva- 
lent that no exchange of information 
between the members, regardless of its 
extent or character, can be unlawful, if 
at the same time publicity be given 
thereto through the press or some gov- 
ernmental agency. In my judgment 
this idea is likewise fallacious. 

“The illegality as well as the evil re- 
sults arise from the cooperation among 
the members pursuant to a positive or 
tacit understanding, and this coopera- 
tion is not affected by publicity. Those 
who purchase the commodity, though 
fully informed as to the activities of 
the association, can protect themselves 
only by an organization and coopera- 
tion of like character, which, if it were 
lawful, is an impossibility upon the 
part of the public. 


Members Must Receive No Advantage 


“T have no doubt that it is important 
that those engaged in an industry have 
general information as to the conditions 
of that industry, but I think that in- 
formation should be distributed strictly 
through a responsible medium, like 
your department, and I! see no objection 
to its being gathered by an association 
provided it be strictly guarded and the 
association be prohibited from distribut- 
ing it among its membership. 

“This is but a statement of the posi- 
tion I feel impelled to take as Attorney 
General of the United States in inforc- 
ing the Anti-Trust Act. But, of course, 
as to what activities and how far you 
will cooperate with trade associations 
are matters for your determination in 
conducting your department.” 


Buying Monopoly Charged to 
Steel Producers 


The Federal Trade Commission has 
broken out in a new spot. This time it 
has issued a complaint charging that 
half a dozen iron and steel producing 
concerns on the Pacific Coast have cre- 
ated a monopoly in the purchase of 
scrap iron and steel west of the Rocky 
Mountains. 

The respondent companies are the 
Pacific Coast Steel Company, San Fran- 
cisco; Columbia Steel Corporation, 
Pittsburg, Cal.; Llewyllyn Iron Works, 
Los Angeles, Cal.; Judson Manufactur- 
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ing Company, San Francisco; and the 
Southern California Iron & Steel Com- 
pany of Los Angeles. 

The citation states that the respon- 
dent companies, who are manufacturers 
of steel and iron products, entered into 
a combination to suppress competition 
in the purchase of raw materials used 
in their plants, and therefore caused to 
be organized the Steel Mill and Foun- 
dry Supply Company; also a respondent 
in the case. This company was organ- 
ized for the purpose of purchasing scrap 
steel and scrap iron in the Pacific Coast 
States and elsewhere, and thereafter 
selling the same to respondent manu- 
facturing companies, such companies 
subscribing a substantial part of the 
capital stock of the Supply Company. 


Buy Below Market Value 


After the organization of the Supply 
Company, the complaint continues, the 
respondent companies confined their 
purchases of scrap iron and scrap steel 
to the Supply Company, and refused to 
purchase raw materials from any other 
person. - Respondent companies being 
practically the only users of such ma- 
terial in the Pacific Coast States, were 
able to purchase raw materials, it is al- 
leged, at far below the fair market 
value by forcing those who had scrap 
iron and scrap steel for sale to deal 
through the Supply Company. 

It is believed that this is the first 
time that the trade commission has un- 
dertaken the prosecution of a case in- 
volving exactly the issue present here. 
Up to this writing it has been under- 
stood that manufacturers were free to 
buy their raw materials wherever they 
might see fit and were at liberty to ar- 
range with other concerns in the indus- 
try not only to purchase through cer- 
tain channels, but to make those chan- 
nels exclusive if they saw fit to do so. 
Just what sort of a court decree can be 
drawn that will compel a steel producer 
to buy scrap iron of all comers remains 
te be seen. 





I. E. Palmer Co, Catalog 


The I. E. Palmer Co., manufacturers 
of hammocks and accessories, Middle- 
town, Conn., has recently issued its 
1924 catalog. This catalog, which con- 
sists of 46 pages, exclusive of covers, 
is handsomely illustrated throughout in 
color. An attractive method has been - 
adopted in laying out this book so that 
the attention is immediately focussed 
on the colored illustrations. Every 
item shown is described fully and an 
interesting touch is added in the 
“Chronology of ‘Arawana’ Hammocks,” 
which gives the dates of important 
steps in hammock manufacturing. II- 
lustrations of the firm’s plant and of 
medals won at various expositions 
complete the catalog. The cover is 
white and is handsomely printed in 
blue and gold. 





Summit China Co. Adds to Plant 


The Summit China Co., Akron, Ohio, 
has made an addition to the plant. This 
company is owned by the George H. 
Bowman Co., Cleveland. 


Reading matter continued on page 90 














January 17, 1924 HARDWARE AGE 89 


—Yet their prices 








No. 414 Model “*C”’ 


(Supplied with 14- or 16-inch right- 
or left-hand oven. Automatic lighter 
and regulator supplied on special 
order. All oven linings aluminized.) 








are Sensationally Low 











Built right and priced radically low, the 
new Round Oak Gas Ranges (type C) are 
bound to be leaders. They embody the 
revolutionary operating principles found 
in the most costly gas ranges; their rich 
appearance comes from Round Oak’s ex- 
cellent design and finish; yet their prices 
are sensationally low! 


You know that the quality article at lowest 
price always gets the biggest sales volume. 
Here, then, are gas ranges you may profit- 
ably feature. Their addition to the Round 
Oak line gives you a proved opportunity 
to dominate the gas range business of 
your vicinity. 


Tear off the Memo. Learn how the Round 
Oak Folks back up their dealers with ex- 
clusive sales franchises and support them 
with earnest, productive, consistent sales 
and advertising effort. 


THE BECKWITH COMPANY Dowagiac, Michigan 
“*Round Oak Folks’’ Established 1871 


All Round Oak products embody traditional 
Round Oak quality and patented exclusive 
features: Round Oak Porcelain Coal and 
Combination Ranges;«Round Oak Boiler Iron 
Chief Range; Round Oak Three-Fuel Range; 
Round Oak Ironbilt Cast Range; Original | 
Round Oak Heating Stoves; Round Oak Pipe- 
less Heating System; Round Qak Moistair 
Heating System; Round Oak Ironbilt Furnace 
—for pipeinstallation; Round Oak Oil Ranges, 
Oil Heaters and Oil Water Heaters. 


ROUND OAK 


GAS RANGES 4.6 


' (Embody the Four-way Oven Principle) 
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HELF dust! How it does ac- 
S cumulate in the best-ordered 

hardware store. No matter 
how strong the daily fight against 
it, shelf dust is sure to turn up at 
inventory time. 

Nor is “shelf dust” merely shelf 
dust. Let us rather interpret it to 
include divers articles of dead or 
shop-worn stock, items which 
should be thrown away and sundry 
other free boarders of the average 
hardware store. 

Inventory time is obviously the 
one natural time of the whole year 
for this overhauling process, for 
the very good reason that the con- 
tents of top shelves and back cor- 
ners come into the light of day for 
the annual reckoning of their value. 

A useless thing is as a mill- 
stone about the neck. It impedes 
real progress. 

May we not apply this truth to 
the hardware store? Suppose we 
make it more personal and say— 
your store! 


Hardware Stores Clean 


First, we are glad to say that we 
believe the average hardware store 
is just as clean, as neat and well- 
ordered as any other store along 
the street and ever so much more 
so than some that we have visited. 

But (and we say it after due de- 
liberation) how are you to give con- 
tinuous thought and daily attention 
to the hundreds and hundreds of 
items to be found in your stock? 

“Impossible,” you say—and we 


agree with you. And that’s just 
where shelf dust and its attendant 
evils come from. 


Mistakes of Judgment 


Now then, granting that no hu- 
man is infallible, all of us err at 
times in our judgment. 

To translate this into merchan- 
dising, a dealer occasionally errs in 
deciding in advance on the saleabil- 
ity of an article. It comes into the 
hardware store, it is unpacked, 
checked, priced and given a promi- 
nent place for display. It does not 
seem to move as rapidly as it should 
nor does local sales impetus im- 
prove its gait. Gradually it leavés 
this place of prominence and is 
shoved into further obscurity until 
at last it arrives at that unhappy 
harbor of “shelf dust merchandise.” 

Frankly, is this not a true history 
of certain articles in almost every 
hardware store in the land; few 
they may be, but that’s their honest 
classification? 

Now for the remedy. 

Theoretically, it’s almost too sim- 
ple for elaboration, since we must 
bring it into the limelight again, if 
we are to buy it a farewell ticket 
for another destination. 

- Here’s how—simple though it 
may sound. Most things have a 
use, either real at the moment or 
vague for the future—for somebody. 
It’s a case of finding this “‘some- 
body.” Dead stock is a distinct 
loss. With no turnover, it not only 
robs the dealer of the amount in- 
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Shelf Dust 


Making the Annual Inventory 


Dead Stock 


Into Live Dollars 


volved in its original cost, but it 
likewise ties up just that much 
money which could be put to work 
in other stock turnover. 

Right now, at this inventory time, 
resolve to sell it for what it will 
bring. If it’s a loss anyhow, why 
prolong the agony? If the amount 
it nets you today is put into nothing 
more profitable than nails, bolts 
and screws, at least there is life 
connected with it, activity and a 
certain money return to your busi- 
ness. 

There seems to be a bit of human 
procrastination connected with the 
accumulation of this “shelf dust 
merchandise.” 

It is so easy for the inventory 
callers and checkers to pass it by, 
perhaps with the intention of com- 
ing back to it at the close of inven- 
tory—which second coming never 
occurs—and there it rests until an- 
other year. 


Assemble These Items 


Is it not a sensible policy to bring 
all these items into a common as- 
sembly place now—just when they 
are turned up and at the moment 
of their coming to light? 

The longer this shelf-warming, 
dust-collecting merchandise remains 
hidden from the eye and from the 
mind of the dealer, just that much 
more difficult is it to turn this loss 
into gain. 

At the close of inventory, all this 
material can be appraised and 
placed on sale—on the main coun- 


Reading matter continued on page 92 
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One GRISWOLD 


cooking utensil sells another 


VERY Griswold utensil is so durable, so whole- 
some to look upon and so satisfactory to use that 

it cannot fail to make friends for the whole Griswold 
cooking family. Sell one, and it is easy to sell more! 


Many dealers are finding the Griswold Section a 
powerful sales-producing feature for their stores. Thus 
grouped, the various Griswold articles cannot fail to 
get the woman’s attention. She recognizes them as the 
articles she has seen advertised in the large national 
publications—Good Housekeeping, The Ladies’ Home 
Journal and Woman’s Home Companion. She is inter- 
ested immediately. 

Many dealers have doubled their Griswold sales by 
using the Griswold Section. 

Get the Griswold Cast Iron Skillet into the front 
ranks of your store in February and March. Supple- 
ment the national advertising with attractive window 
and inside displays. 

Have you received the new Griswold trade mark 
window and counter display card in four beautiful 
colors to identify your store as headquarters for Gris- 
wold cooking utensils? Free for your asking. 


THE GRISWOLD MFG. CO. 
Erie, Penna., U.S.A. 


Makers of the Bolo Oven, Extra Finished Iron Kitchen 
Ware, Waffle Irons, Cast Aluminum Cooking Utensils, 


Food Choppers, Reversible Dampers and Gas Hot Plates. 
THE LINE THAT’S FINE AT COOKING TIME 





Griswold Cast Iron 
Skillet. In 13 sizes. 
Also comes with 
wood handle in 11 


sizes. 
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Griswold Heart-Star 
Waffle Iron—Nos. 198- 
19, low frame; Nos. 
118-119, high frame. 





Griswold Safety Fill Cast 
Aluminum Tea Kettle in 
3 sizes, 4, 5 and 6 quarts. 





Griswold Tite-Top Dutch 
Oven, with self-basting 
cover. In 8 sizes. 









Trade Mark 
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“BANGOR” 


Genuine Leather-Covered 
Steel Tape 





Made by the manufacturers 
of the well-known “ONE- 
MAN" tapes. An improved 
lerther-covered steel tape, with 
the cover permanently attached 
to the steel case by our new 
patented process. (See cut 
showing construction, ) 


No stitches to come out. 
Highest grade genuine grained 
calf-skin used for covers: 
nickel-plated drum and _triin- 
mings. 





This new tape has all the advan- 
tages of the old-style leather-covered 
cases, and, besides our special method 
of attaching the leather, it has our 


improved drum and_ knock-out. 
Like all Crogan tapes, the accuracy 
is guaranteed. 


Retail Selling Prices: 
25 ft., $4.50 
50 ft., $5.50 
75 ft., $7.00 
100 ft., $8.50 


We can also supply the same tape 
covered with “Galloway” fabric, 
listing at $1 less per tape. 


Liberal discounts to the trade. 
Buy of your jobber or order from 
the factory. 


CROGAN 


Mantfacturing Co. 
BANGOR, MAINE 


Makers of the ONE-MAN Tape 
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ter, if you please, or at least in some 
part of the store where its very 
prominence will force it into mind 
until sold. And remember—there’s 
generally a potential buyer for 
everything—one who can use it now 
or thinks he has a future use for it. 

At the end of a reasonable time 
and after a reasonable and real 
effort on the part of the dealer and 
his salesmen, if any of this dead 
stock remains, why not be sensible 
and give it away or throw it away, 
for every bit of space in your store 
should be used for a real purpose— 
to display goods or to store goods 
which do have an actual turnover. 

And now just a word about the 
store itself. 


The Store Itself 


Perhaps you have been planning 
during the past year to do some 
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renovating on the interior of your 
store. Possibly the shelving needs 
repainting, the floor should be re- 
finished, the walls redecorated, the 
counters scraped and filled or the 
office desk and chairs revarnished. 
This is an ideal time of the year for 
this inside work. A somewhat slack 
business period, freedom from dust 
and more time for your sales force 
to move stock to accommodate paint- 
ers or to assist in the work itself, 
if there is an aptitude for it. 

Just give it a thought and see if 
you can find a better season in your 
calendar year for making the store 
more attractive to your customers 
and a better place to work in. 

Shelf dust—let’s clean it out and 
keep it out. 

Your store will be a better store 
and that “D” will look much better 
to you in Dollars than in Dust. 





Kitchenette Range Conserves 
Current 
The Kitchenette range, made by 


Strowe & Co., 942 Prospect Avenuc, 
Cleveland, Ohio, is designed especially 
for apartments, cottages, or wherever 
space is limited. 

The oven element 
Cook’s “Famous Soapstone 


is made with 
Insula- 





tion,” and heats on all four sides at 
once. Roasts a 15-lb. turkey or bakes 
four loaves of bread. Grid and broiler 
element is Cook’s radiant type, with 
polished aluminum top, just the thing 
for hot cakes and for frying and boil- 
ing. Broiler takes a full-sized sirloin 
steak, broiling, frying, boiling with one 
element working. Grid will take 9 in. 
skillet, and large pan or coffee pot at 
same time. This range, operating 
from a base plug on the ordinary light- 
ing circuit, will do all the cooking, 
baking, roasting, broiling, toasting and 
boiling required in the ordinary family. 

In operating the current on the oven 
is turned on for 20 minutes. This 


will give a hot oven; then the articles 
to be baked or roasted are placed in 
the oven and the current left on from 
according to the 


20 to 25 minutes, 


amount of cold materials placed in the 
oven. When the steam shows around 
the door, the current is disconnected 
and the oven then operates as a fire- 
less cooker. Water need not to be used 
with fresh meats or vegetables, as 
there is no evaporation. When the 
current on the broiler element is turned 
on for six minutes, it is ready to broil 
or toast, and boil and fry on the top, 
or make pancakes. 

The Kitchenette, which is supplied in 
a gray enamel finish, is 17 in. x 21 in. 
x 39 in. The oven is 10 in. x 10 in. x 
14 in., and the broiler, 9 in. x 14 in. x 
5 in.; and the grid, 9 in. x 14 in. 





Guards Keep Screen Doors 
from Sagging 


The Donley Mfg. Co., 10585 Quincy 
Avenue, -Cleveland, Ohio, has placed on 


‘the market a new inexpensive screen. 


door guard which 
ees «Cll bear the trade 
% name Donley. 
These guards are 
sold in sets of 
three and serve to 
protect the mesh 
from being torn. 
They also tend to 
keep the frame of 
the screen door 
from warping or 
sagging. The Don- 
ley guards are 
made in two sizes, 
26 in. and 30 in. 
The former size 
will fit the 34 in. 
and 36 in. door and 
the latter will fit 
the 30 in. and 32 
in. doors. Guards 
are packed in 
cardboard boxes, one gross to a crate. 
They are finished in black japan. Dis- 
tribution will be through hardware 
jobbers. 
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Machine Screws 
Stove Bolts 
Tire bolts” 
American Screw Co. 
PROVIDENCE , RI, 
WESTERN DEPOT 
_ 225 WEST RANDOLPH ST., CHICAGO, ILL. | 
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SAVING GRACES 


FOUR POINTS WORTH KNOWING 


TRIMO 


ONE OF THE FINEST PIPE WRENCHES 


EVER MADE 


Steel > 


Frame 


NON - BREAK- 
ABLE STEEL 
FRAMES save the 
unnecessary buy- 
ing of new frames 
and the time lost 
by breaking. 


be 

NUT GUARDS 
save time because 
they keep the 
wrench adjusted 
when it is laid 
down and picked 








a 
SPIRAL SPRIN 
does not break a 

is always in place. 
Saves hard words. 


INSERTED 
FIXED JAW in 
the handle can be 
removed when 
worn, thereby sav- 
ing the handle. 











up, also prevent ac- 
cidental turning at 
all times. 


are inexpensive. 





— four perfected points, 


combined with the excellence 
of material give Trimo Pipe 
Wrenches unusually long life 
and great salability. Also are 
made the Trimo Narrow Jaw 
Pipe Wrenches in three sizes, 
6”, 8” and 10”. 


These Four-Point Wrenches 
should be in that particular sec- 
tion of your stock devoted to 
tools of the highest grade. 


Your jobber’s salesman will be 
glad to show you samples. 


TRIMONT MFG. CO. 


ROXBURY, MASS. 


New insert jaws 




















> 
Sane MARY 





The cold-drawn sockets mean 
as much to the service of your 
wrench sets, as to the strength 
of your hollow screws. 


In a set screw, the marks of 
the Allen process mean a prac- 
tically unbreakable article. 
And in a wrench socket they 
mean the same. 


So when you think there's 
nothing like an Allen Set 
Screw—wait a minute! There 


are Allen Wrench Sets. 


Why: shouldn’t you be han- 
dling both! 


THE ALLEN MFc. Co. 


139 Sheldon St., Hartford, Conn. 
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LANTERNS 


You make your money on quick turn- 
over. Then it is mighty good business to 
find out what stock moves and what stays 
on the shelf. 


Just try this experiment in your lantern de- 
partment: Stand an Embury Supreme Oil 
Lantern alongside of those of any other make, 
where they can be seen and handled, and see 
which kind you sell the most of. Then lay in 
a stock of the best sellers, the kind you make 
money on by quick turnover. This experiment 
has been tried many times, and the Embury 
has stood the test. 


No. 160 is a very popular number. Burns 35 
hours; gives 20% more light; dust-, dirt-, 
wind- and rain-proof. 


You can make money on Emburys. 
Let us send you descriptive catalog 
and prices. 


WARSAW Dept. A B 





QUICK SELLING 





Embury Manufacturing Co. 
~NEW YORK 
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PULLEYS 





Obvious Profits 


A Good Pulley 


Guaranteed 


Liberal Deater 


Discounts 


No Breakage 
Loss 


Freight 
Reductions 


Warehouse 
Stocks at Five 
Distributing 
Points 


Advertising 


Other 
Advantages 





No. 93 
Top Notch Labor- 
Saving Pulley, 
sectional view 


VERY American Sash Pulley 
works smoothly — without 
cord jamming or jumping. 


Guaranteed against defective 
material and construction. The 
kind of guarantee architects, 
builders and owners demand. 


Efficient production allows a 
good dealer profit. 


American Sash Pulleys of elec- 
trically welded pressed steel are 
practically indestructible. Treated 
to resist rust and corrosion. 


These American Steel Sash 
Pulleys weigh about half as much 
as the cast iron pulleys—saving 
45% to 50% freight costs. 


More convenient, quick and 
economical deliveries to the 
dealer. 


Adequate national magazine 
and trade journal advertising. 


Complete “American” line fills 
all double hung window require- 
ments from the most ornate to 
plainest wood sash. Three types 
of bearings — plain, roller and 
ball. A combination wheel carries 
either cord or chain. 


Write today for catalog and 
samples which ‘sell themselves. 


The American Pulley Company 


Manufacturers of Steel Split Transmission 
Pulleys, Steel Sash Pulleys, Pressed Stee/ 
Shaft Hangers, and Pressed Stee! Shapes. 


4200 Wissahickon Ave. Philadelphia 


See our catalog in Sweet's 








No. 62 
Eagle, fills 
demand for a low 
priced Face Plate 
Pulley 


No. 104 


Saw Tooth Labor- 
Saving Pulley 
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Why You Should Buy 
Tubular Rivet & Stud 


Company Rivets 


Reason ‘No. 17 


Men and institutions are 
judged by character. This 


also applies with equal 
force to a commodity. 


Retailers realize the advan- 
tages of merchandising a 
product for which no apol- 
ogy need be made. 


STITT 
man | 
R&S 


O 


Tubular Rivet & Stud 


Company 


Boston, Massachusetts 
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CORBIN 
SCREW 


PRODUCTS 
COOOOCK 











Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw Screws, 
and Special Screws of 
every description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 
ers, Register, and Lad- 
der Chains. : 





= shall be pleased to 


furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


CORBIN SCREW 
CORPORATION 


American Hardware Corporation, 
Successor 


229 High Street, 
New Britain, Conn. 


Branches 
New York Chicago Philadelphia 
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A well baleneel line from the 
sturdy Garbage Pail to the husky 
Ash Can—a Can and Pail for every 
purpose. 


WITT Sxiseer 

require little effort to sell. They are 
nationally known through consistent ad- 
vertising, and their remarkable service- 
able qualities. Once a Witt user always 
a Witt user and booster. 

Witt Corrugated Cans and Pails wear 
longer. Corrugated sheet steel re-en- 
forced at top and bottom with heavy 
iron bands give them an economical 
durability. The snug fitting lids hold 
the contents safe and secure while a spe- 
cial seaming and galvanizing process 
prevents leaking. You cannot recom- 
mend them too highly to your trade. 
Why not secure added profit by hand- 
ling this well balanced line that helps 
to sell itself? 

Your jobber can sup- 
ply you, if not write 
us. AREXEEPING 
Our Brighton Medium-weight Line is ex- 
ceptional value for the money. Ask your 
jobber. 








— ~ 
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CINCINNATI, OHIO. 





THE YELLOW LABEL MEANS QUALITY” 
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Ie WITT CORNICE CO. 





BEFORE 


You make your plans 
for 1924 send for the 


complete Sunbeam 
Proposition 


Find out about the plans Sun- 
beam has made for co-operating 
with you this year—plans that 
will help you make 1924 your big- 
gest furnace year. Get the facts 
about this nationally - known, 
nationally - advertised furnace. 
See for yourself just how Sun- 
beam can make more money for 
you. : 


Don’t select the furnace you’re 
going to sell this year until you 
have this information—all con- 
tained in the new Sunbeam 
Proposition. Then choose, with 
all the facts before you. Remem- 
ber—your decision now will de- 
termine the amount of money 
you'll make all this year. A Sun- 
beam Agency means an im- 
proved product and a better mer- 
chandising program. 


Write today to— 


The Fox Furnace Company 
Elyria, Ohio 


SUNBEAM 
WARM 


WAR TING 
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In Your Town 


To Show the 


KORENA 


ALLITH-PROUTY 
Egg & Cream 


Different 
From All 
Others 


The KING HINGE 


\y has established an 
® ENVIABLE DEMAND 


. \’ As a source of quick, clean profit, no spring 
S ells On S uJ ht ™ hinge moves so quickly from dealers’ shelves 
. or gives so much satisfaction and long life as 

™) 4 6the KING HINGE. 
Simply pressing the plunger at the top of the Sturdy, durable and attractive in appearance. 
“Korena”’ Egg and Cream Whipper revolves 7 Most easily installed. “Spring tension adjust- 
the little blades with lightning rapidity. This 


constant whirling motion beats eggs and whips 


ment needs no tools. Easy dismantling to re- 
move door. 
Four types--full and half surface, ball and 


cream quicker and more thoroughly than any NN 86 plain tip. Furnished in the usual standard 
other beater. \ finishes. Conveniently packed in pairs as well 
as in sets with pull and hook. 
It is new and novel—gets instant attention | (QQ Get in touch with your jobber today—he can 
h di l d— 1] sala d \ give you prompt service on KING HINGES. 
wherever displayed—sells on sight and every NM Ask for our big catalog. Study the profitable 
one sold sells others. Most practical device | lines of door hangers, garage door hardware 
ever made for the purpose. MN and hardware specialties. 

An article needed in every \ ALLITH-PROUTY CO. 
home, restaurant, hotel and board- | mete | Illinois 
ing house. All parts are heavily | | | ee 

; \ Representative Jobbers Distribute A-P 
nickeled. Easy to clean. Reason- Hardware thruout the United States 


able in price, requires small shelf 
space, light and easy to show and 
use. It’s the “hit” of the season. 





Liberal profit. Order now. Send for discounts. 


Keb Manufacturing Co. 
358 Fifth Avenue . New York City 
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HE retail demand for 
Revere Tires has risen to 
a point that experienced hard- 
ware men had seen approach- 
ing for the past several years. 


With the 1924 line—Revere 


Cords in all sizes and “R” 
Tread Clincher Cords in 30 x 
3¥%2—the dealer is equipped to 
pile up a sales record in tires 
that makes good his best antici- 
pations. 


And all handled with alower 
selling effort than ever before. 


REVERE RUBBER COMPANY 
1790 Broadway 


* 


New York City 
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Display Your Stock— 
Don’t Hide It. 


Stop hiding merchandise on your shelves. 
Make it easier for customers to buy—cut 
selling costs by showing all your stock effec- 
_— displayed in fixtures that invite people 
to buy. 


WARREN SECTIONAL 
HARDWARE FIXTURES 


Not permanently built-in as ordinary store 
fixtures or shelving, but substantially con- 
structed, interchangeable sectional units, as 
— as office furniture or your stock it- 
self. 


Embodying twenty-seven years of designing 
and manufacturing Sectional Store Fixtures 
made of the highest grade materials and con- 
struction, they are universally recognized as 
a standard product built on honor—Warren 
Quality, at moderate prices. 


Write us and we will gladly extend 
you the co-operation of our Service 
Department on your store problems. 


‘“‘There is no substitute for Warren Fixtures” 


J. D. Warren Mfg. Company 








159 No. State St. Chicago, Illinois 
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More than 75 million 
hard-hitting salesmen— 


selling Eveready Flashlights 
and Unit Cells 


HEY wili work right in your home town. 

They are a part of our first six months’ 
advertising campaign for 1924, and will appear 
in the most influential magazines published. 
General and women’s magazines, technical pub- 
lications, outdoor, motoring, boys’ and farm 
papers—reaching, on an average, one out of 
every two homes in America! 

This powerful campaign sounds the keynote 
for our big, business-building plan in 1924. 
More uses for flashlights—more flashlights in 
use. ‘This is the main selling story in the adver- 
tisements reproduced above. 

Use your flashlight. Reload old ones with 
Eveready Unit Cells. Buy new ones and put 
them into use! Ask the Eveready dealer. 

This is the constructive program’ that means a 
bigger battery volume and a stronger Eveready 
demand than ever before. Tie up with it from 
the crack of the gun. It’s inventory month now. 
How does your stock stand? Flashlights in 
plenty? Unit cells ready? Display material ~ 
on hand? 

Order Eveready Flashlights and Unit Cells 
from your jobber. Write us for attractive dis- 
play material on “Use your flashlight.” 


NATIONAL CARBON COMPANY, INC, 


New York San Francisco 
Canadian National Carbon Co., Limited 
Factory and Offices: Toronto, Ontario 


FLASHLIGHTS 


i’ BATTERIES 
—they last longer 
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The Test 
of a Padlock 


is that it must provide security! 
Do the locks you sell stand the 
testPp—do they give your cus- 
tomer what he wants and at a 
reasonable price? 


Where exceptional security is 
required FRAIM Padlocks and 
Night Latches meet the most ex- 
acting demands and at prices 
that are always reasonable. 

Have you a FRAIM Display 
Board in your store? It makes 
quick and easy padlock sales, keeps 
your stock in order and adds to 
your sales volume while economiz- 


ing the time of your clerks and 
yourself. | 


Write us for particulars, giving 
your jobber’s name. 


THE E. T. FRAIM LOCK CO. 
Lancaster, Penna., U. S. A. 


Sales Agents in 


New York Boston Philadelphia 
Chicago eattlo Dallas 
Los A 
Denver calles: nan Nashville 
| San Francisco Vancouver Winnipeg 
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45 Warren St., N. Y. 


“There is likewise a reward for faithful 
stlence.”—Horace. 


uithfill silence 


or HINGES faithfully per- 
form their work and service— 
holding firm and safe the doors of 
entrance and exit, acting their part in 
keeping comfort and shelter intact— 
on constant duty to give facility to 
hundreds of daily activities. 


Modest and unnoticed, GRIFFIN 
HINGES never fail in silent, unob- 
trusive service to fulfill their faithful 
duty during the life of any building 
in which they are used. 


Griffin Manufacturing Co. 


Erie, Penna. 
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74 W. Lake St., Chicago, TL 
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The “PERFECT” Customer 


You don’t have to waste time trying to sell 
him on “Perfect” Screen Wire Cloth—he’s 


already sold on that brand—has used it befere 


and wants no other. 


The main thing is to keep stocked on the 
standard sizes so you can supply him with the 


size or sizes he wants. 


That’s easy—your Jobber stocks “Perfect” — 


all sizes. 


LUDLOW-SAYLOR WIRE CO. 


ST. LOUIS, MO. 
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-’ BRIDGEPORT. CONN. 


IRON—STEEL—BRASS— BRONZE 
AND MONEL 


THE BRIDGEPORT SCREW CO., Bridgeport, Conn. 


Representatives: 
G E. 1 
Dan M. ‘Bell, ois” ‘-. 
Milten Pray Ce., San Francisco, Loe Angeles, Seattle 















Sell More Myers Pumps This Year 
There Is a Style and Size for Every Purpose 


POTENTED 

Hand and Windmill, Well and Cistern Pumps, Pump Standards, Pumping Jacks, 
Self-Oiling Power Pumps and Working Heads, Hydro-Pneumatic Pumps, Electric 
House Pumps, Direct Water Systems, Cylinders and Power Working Barrels, Well 
Accessories and Fittings for agricultural, municipal, commercial and industrial uses— 
the extensiveness of the line and its broad field of service opens up unlimited year 
through sales possibilities while the high quality, uniform construction and excellent 
reputation of Myers Pumps in trade circles everywhere makes sales easier, more 
numerous and profitable. 

Concentrate your efforts on’a widely advertised, well established, high quality line 
like the MYERS. It will pay better dividends than selling this, that and other make 
of pumps and at the same time permit of giving your trade better service. Get in 
touch with us today. If already a Myers dealer plan now to sell more Myers Pumps 
this year than you did during the year just closed. If you have never sold Myers 
Pumps, write us today for catalog and prices, and 
start the New Year right by stocking Myers Pumps. 


1924 is going to be a good 
year for MYERS DEALERS. 


The F. E. Myers & Bro. Co. 
’ Ashland, Ohio 


Ashland Pump and Hay 
Tool Works 
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“Ringco” by Name— 
ATTRACTIVE by Nature 


We have designed “Ringco” Bathroom Fixtures dn artis- 





tic lines. We have endeavored to have them represent 
the very essence of good taste, so that when a woman 
sees one she will admire it—like it—and want it. 


Because of this great attractiveness you will find 
‘“Ringco” Fixtures fast, easy and profitable sellers, and 





their everlasting brass and nickel] construction guaran- 
tees the kind of satisfactory service that means positive 
repeat sales. 

Your jobber will get you “Ringco” Bathroom Fixtures. 
If he can’t, write to us direct or to our nearest branch 
office. 


AMERICAN RING CO. 


WATERBURY, CONNECTICUT 





NAA 


OUT 


of a set all_mad pag Rigen neng ao” oe Branch Offices: Boston—170 Summer St. New York—2 Hudson St. 
0 8 e in : . ’ ' Y 

all ‘‘Ringco”’’ Fixtures, it is of solid brass, San Francisco—116 New Montgomery St. Chicago—29 DBD. 
heavily nickel plated and highly polishea. Madison St. 
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Takes the Water Out—Leaves the Buttons On 
NEVERCRUSA 


The Wringer that Automatically Adjusts Itself 
to the Thickness of Anything that Passes Thru It 


Bring on those clothes—any kind, light, medium or 
heavy—and NEVERCRUSH will wring them dry— 
without taking off the buttons—and without adjust- 
ment. The big feature of this new,.improved clothes 
wringer is the unique construction of the rubber rolls. 
The upper roll is made of soft elastic rubber, the lower 
one of hard, yet pliable rubber. They adjust themselves 
to the thickness of anything that passes between them. 


The NEVERCRUSH Clothes Wringer is the nearest 
approach to human hands. It does more and better 
Packed In Individual shipping cases” work with less labor. And it is sold on a TEN-YEAR 


In addition, the NEVERCRUSH contains no GUARANTEE. 


springs, cogs and gears, customary tension screws We have a sales plan, including a free trial demonstra- 
or cross bars, ager, “Rolls. are aan ” on @ he. tion, that offers big possibilities for live dealers. Some 
diam) and and 


-cleansing with a 12 inch wearing excellent territories are still open. See if yours is one 
of them. 


The BUCKEYE-PRIMA wermamaae 


Sidney Ohio 


© 
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“You always come 
back to W. ROSE” 





No. 213. 6” Wide. 


Wiebusch said a delegate at the 1922 Bricklayers’, Masons’ and | 


Plasterers’ Convention. 


and 
Hilger Ltd. 
heuute Wm. Rose & Bros. 


106 to 110 Lafayette St. Sharon Hill, Pa. - 
New York No. 113. 5%” Wide. 





















~ FORSTNER 


Labor Saving 


_ AUGER BIT 


ARMSTRONG 
PIPE CUTTERS 













Bores Any Arc 


Equipped with either cutting of a Circle 





wheels Or rollers 
Mal << . tem 


No. 2 . . 1/4, —21/, in. 
No. 3 - - 144—4 im. 


New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroljsaw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, rib- 


MADE BY 
‘ bon molding and mortising. 


The Armstrong Mf g. Co. Send for Catalogue. 
Factory and Main Office New York Office The PROGRESSIVE MFG. CO. 


BRIDGEPORT, CONN. 248 Canal Street TORRINGTON, CONN. 





























Peerless No. 333—Three Piece Mason’s Level 


Large White Painted Oval Sights, Permanently Marked Vials and other redeeming features have made Peerless 
Levels very popular among mechanics. 
Peerless Levels for Masons, Plasterers and Carpenters are made of Pine and Hardwood, some are Brass Bound 
and some are 3-piece, made with Pine Center and Hardwood Edges. Cut above shows a 3-piece Mason’s Level. 
‘Cut below shows a Brass Bound Carpenter’s Level with Double Plumb at each end. 
Mason’s Levels 42” and 48” 
Plasterer’s Levels 12”, 14”, 16”, 18” and 20” 
Carpenter’s Levels 24”, 26”, 28” and 30” 
If your Jobber does not have them, ask him to order for you, or 
send us your order and mention your Jobber’s name and address. 


Peerless No. 550—Brass Bound Carpenter's Level Catalog and Prices Furnished Upon Request. 


THE PEERLESS LEVEL & TOOL COMPANY, STERLING, ILL. 
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BABCOCK SPRUCE LADDER 
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BABCOCK MEANS 


W.W. BABCOCK CO. BATH, N.Y. 
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A Hose Clamp That Fits 
Any Hose of Any Size 


You can make a one-minute leak-proof per- 
- Manent repair job with the UNIVERSAL Hose 
Clamp, and it is never necessary for the dealer 
to carry more than two sizes in stock at any 
Patents Granted time 
March 20, 1917 
March 1, 1921 





CONSTRUCTION 


The Universal Hose 
Clamp consists of a band 
of tough steel, a bolt and 
a nut. The band has 
holes %” apart and is 

#/ scored for easy break- 

i} off. Band is made of 

‘ 


The Junior size for hose from %4 to 1% inches 
in diam., the Senior size for hose from 1 to 3 
inches; and both in series for larger diameters 
up to 6 foot or even more if necessary. 


-The Universal Hose Glamp offers greatest 
value from either the standpoint of simplicity, 
flexibility, toughness, ease of attachment or 
perpetual leak prevention. It gives 100% 
service, pays good profits and sells fast. 
—" in cartons of 50. Ask your jobber for 
them. 


Universal Industrial Corp. 
Hackensack, N. J. 


Sole Manufacturers’ 
DEPARTMENT OF SALES 








cold-rolled ribbon steel, 
rolled from steel wire 
and guarantees rounded 
edges. Also electro- 
galvanized (not heat 
i} galvanized) to give a 
smooth gray finish. These 
qualities mean _ every- 
thing to the life and 








service of the clamp. CHICAGO PHILADELPHIA BOSTON 
: F. C. West Corp. T. Scott Eavenson Burton Rogers Co, 
616 8. Michigan Ave. 1533 Cherry St. ¢ 755 Boylston St. 
, DALLAS LOS snanes 
LOOK FOR THIS ; Harry Knight Roland 8. Boreham 


2218 Commerce St. 600 Metrorolitan Bidg. 


HOSE 
CLAMP 


TRADE MARK 
TO ATTACH 


Simply place the band around © 
hose, insert bolt in the near- 

est hole, tighten up the nut, 

then break off the overlap. 

That’s all there is to it, and 

you have a permanent, leak- e 
proof repair job. . 
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— Sellers to Building Trades 








Let your nee trade know you carry Mayes’ Guaranteed Aluminum Levels. Positive guaran- 
tee against breakage on every aluminum level leaving this factory. 


ORIGINATORS OF THE FIRST ALUMINUM LEVEL 





SALES AGENCIES SEND FOR CATALOG 
MACCOY SALES CO. RICE-HITT CO. 
a? Citi Oe. 623 Larkin St. MAYES BROS. TOOL MFG. CO. 
New York City San Francisco PORT AUSTIN, MICHIGAN 











MR. 
HARDWARE 
DEALER! 


If your house is a ‘Quality House,” 
you ll want a line of 


J. M. CARPENTER 
TAPS AND DIES 


They excel all in Quality, Uniform- 
ity, Precision, Durability. Favor- 
ites of the Best Mechanics for over 
Half a Century. Tie up to ‘Car- 
penter Quality!” 

SEND FOR CATALOG 
REGISTERED 


TRADE Mary 


VW 








WELL DISPLAYED 
IS HALF SOLD— 


This is especially true of such a well-known, 
high quality line as 


K&E 
MEASURING TAPES 


The above illustrated, handsome golden oak display 
case will help you to keep your stock of tapes com- 
plete and in good order. 





It will be furnished without charge to any dealer 
ordering the assortment of Tapes it contains. 


SEND for DETAILS 


KEUFFEL & ESSER CO. 


PRPVIILLII I 


























J. M. Carp enter Tap and Die Company NEW YORK, 127 Fulton Street General Office and Factories, HOBOKEN, N. 8. 
Oldest Tap and Die Makers in America Bed aon “ane” oo 
PAWTUCKET RHODE ISLAND Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes 
“STERLING” HACK SAWs 


Insist on the 
“STERLING” brand 


A Blade 
of Real Merit 





Satisfaction guaranteed every customer—a trial will convince the most 
skeptical of “STERLING” efficiency, economy and durability. Ask your 


dealer for them. 
MANUFACTURED BY 


DIAMOND SAW & STAMPING WORKS _ Buffalo, N. Y. 
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“THE 
RELIABLE 


Continental (o°Rona Me 
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SPRING HINGES | 


. Clear . Profit 
Respected by Builders from Each Casement Window 


The fact that the 
leading § Architects, 
Carpenters and Build- 
ers know and have a 
high regard for Chi- 
cago Spring Hinges 
helps materially in the 
sale. 


in your Territory—Sell the 


MONARCH 
Quilomalic CASEMENT STAY 


—a practical, useful device that holds casement 
pivoted and transom windows securely at any 
angle regardless of wind or weather. Prevents 
called for ia your lc slamming, rattling and noise. Can be applied to 
cality and hold trade any casement—right or left, top or bottom, con- 

cealed or exposed. Satisfactory friction assured 

How is your stock of Tinie Spoine Hines by a slight hand-turn of outer tube. 

Triplex Spring Hinges? 





The main thing is to 
keep supplied on the 
types and _ sizes most 
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Fully described in “Manual of Casement Hard- 


m ware Detail”—sent free on request. Write for it 
Send for Catalog H-39. <a 
Chicago Spring Hinge Company. MONARCH METAL PRODUCTS CO. 
i ill tien en a 4960 Penrose St., St. Louis, Mo. 
Chicago New York : 
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and WORKS 
PITTSBURGH, PA. 


BOLTS, NUTS, WASHERS, WAGON FORGINGS,TELEPHONE SCREW RAILROAD SPIKES, 
RIVETS, PICKS,MATTOCKS, AND TELEGRAPH POLELINE T BOLTS, STEEL BARS, 
i. GRUBHOES AND CROWBARS MATERIAL,ETC. BOAT SPIKES, BARS. 


EASTERN OFFICE PACIFIC COAST OFFICE 


50 CHURCH Si, NEW YORHCITY. MCNADNOCK BLDG. SAN FRANCISCO,CAL. J 
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with the aid of 
WHITING-ADAMS 


There’s one that’s right for every 
paper-hanger’s need. 
Send for Illustrated Literature 
JOHN L. WHITING-J. J. ADAMS CO., Boston, U.S.A. 


Brush Manufacturers for Over 114 Years and the rts 
Largest in the World 98 | 
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BLUE-KID 
HOUSE PAINT =) Ever seea 
| A Wonderful Proposition f rathroad spike ? 





| 





Hi 
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\ 
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| 1 Gal. Cans 2.25 per gallon 
% “ ” 2.35 “ ” 33 , 
ye “" 945 « “s \ 32 8 What shape are they—round: 
: VANE oot No. They are rectangular, because 
| Delivered Your City : I = 258%: that is the only shape that holds the 
; R ' AY is rail to the ties in spite of the terrific 
Compare these prices with what you are paying MN) 5 35% vibration caused by the rapid travel 
for equal analysis. aN ey of thousands of tons passing over 
Analysis ——N te nee amy. 
| hi Tint == tA Rico Hard Floor Nails are cut—the 
Whites and Tints = N same general shape as railroad spikes 
Lead & Zinc 81% — NN —that is why they have 72% more 
Calcium Carbonate 10% SS 5 «::'\ holding power than round wire nails. 
Barium Sulphate 9% -———rar They drive straight and hold fast. 
Pure Linseed Oil 82.00 SSS % Use them for your next flooring job. 
Japan Dryers 15.50 —== 
Solution 2.50 ————3 


/ 


READING IRON COMPANY 
READING, PA. 
World’s foremost manufacturers of Cut Natle 


. Owners and operators of the Cut Nail Plants and 
Businesses formerly: 


Geo. B. Lessig Co., E. & G. Brooke Iron Coa., 
Pottstown, Pa. Birdsboro, Pa. 


RICO 38% NAILS 


We confine ourselves to one dealer in a City. 


My 
u 


Ask Us for More Information 





Progress Paint Mfg Co., Inc. 
Louisville, Ky. 


Pel 

















Ice Tools for 





Every Purpose 


G-W ICE TOOLS are available in all types and for every 
purpose—for the large harvester, iryman, butcher, 
creamery, hotel, restaurant, etc. 

A large and varied stock is always kept on hand for the 
benefit of hardware jobbers and dealers, from which your 
every requirement can be met with dispatch. 










Write today for our new Catalog No. 70, store display cards, 
prices, and liberal discounts. 


Main Office: 7 Hill Street, Hudson, New York 
New York Chieage Boston Pittsburgh 
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SMI! WAU = 
5 * that name MILWAUKEE firmly in mind & 
= kb x and when you want quality Brushes and = 
= Brooms, etc., send to headquarters. = 
= We cater to the Hardware Trade exclusively with acom- = 
plete line of Saleable Wire, Bristle and Fibre Brushes = 

and Brooms. = 
2 Milwaukee-made Wire Brushes excel. Send for Catalog 2 
= and Prices. = 
: Milwaukee Brush Mfg. Company E 
= Milwaukee Wisconsin = 
Ee ANNAN 








Electric Attachments 
forHand Power6levators 


Any hand power elevator can be changed to an electric in a 
very brief space of time. This small electric machine shown 
below will fit any type of hand power elevator and occupies 
about three cubic feet of space. 


Sell (0) Padlocks 
For Strength=4 Security 


Whether you sell one of our smaller, cheaper 
locks or a solid bronze giant padlock, the 
I L C O trade mark guarantees to you - 
to your customer that the maximum 
strength and security is available. 


Send for our new catalogue which illustrates 
fully our — lete line of Cylinder Locks, 
: a Key Blanks and the new Dead 

Hardware Dealers: Write for special dealer offer. that gives home or business Absolute 


“‘A Kimball Elevator built for every requirement.”’ Protection. 


Special pamphlet sent on request. i INDE p EN DENT IOCK CO.dD 


Leominster Mass., U. S. A. 


Manufacturers of Cylinder Locks, Padloe 
Key Blanks. - ae 








1117-41 Ninth St. Council Bluffs, lowa 




















LIGHTNING MORE SALES FOR YOU 
and atte Lightning, Gem and 9 
BLIZZARD ag tag a geellggg nr 


-housewives are learning that the 
best way to make pure and whole- 
some ice cream easily and quickly 
is in one of our easy running 
freezers—and at a small cost. , 

They sell on a reputation established by more than thirty years of high class service 
and they stay sold. This means permanent profits. 


The Blizzard is simpler in construction and a trifle cheaper, but sells as well as 
—— 2 the Lightning or Gem and should be ordered with either style to satisfy the 









We suggest placing your order carly for ment leter, as you may direct. Be 
sure to indinde. request for sales helps—-THEY aT ARE FREE FOR THE ASKING. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia 
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of strap do not cut the hands. 
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BOX STRAPPING |)||i: 


No. 3002 Self-Tightening 


Made of Stanley cold rolled steel. The ribs prevent 
the nails from slipping in driving. Round edges 


No. 3002 THE STANLEY WORKS 
Celle of New Britain, Conn. 
300 feet New York Chicago an ee Los Angeles 


Manufacturers of Wrought Hardware and Carpenters’ Tools 


—_ i 


—-_: cnsefesnsieenetainefeens Percedesvestesery a SD ST ve aoe feo ee oe Ae ae TTT DD etnies, 













= | ALLCWED 








i 
i HLS] NO LOAFING 


tom Pm. Lome sowee 
eacen ae A 
A. tees seine (theteccens 











a 


ts Ee NE eeee =. 


% 


re TIT} CLI CLL CLs LO sues 








Me) 1 











REGISTERED TRADE MARE 


POULTRY SUPPLIES 


If Your Jobber Cannot Supply 
You, Write Direct to Us 


NW 4 i, 


ROUND FEEDER CAN BE 
RETAILED AT 15c 





\ DAYTON CHICK 
FOUNT PAN ONLY 
DOUBLE FEEDING TROUGH 10 cts. RETAIL 





Without joints, can be used for two different kinds 
of food at one time—lid will slide or snap on and off. 


Best 25c. and 50c. Retailer 


The Dayton Toy & Specialty Co. 
1021 East Fifth Street, Dayton, Ohio 











Corn  Sheller 


The best and lowest priced 
SHELLER ever offered to 
the trade. 





Finish Surpass 
Quality any others 
and on the 

W eight market 





@ 


Write for illustrated circular and price list. 


STAR HEEL PLATE CO. 
LOUIS SACKS, INC. 
357-391 Wilson Ave. Newark, N. J. 














MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbyadt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 


———————— 


G. F. Wright Steel & Wire Co. 


Manufacturers of 





UPERIO 





Galvanized 











Hardware Cloth 


Wire Clothes Lines—Wire Lathing 
Hex Mesh Poultry Netting 
WORCESTER, MASS. 
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Stock Up Now 


HINGES—HASPS—CORNERS 
CATCHES—KNOBS—MENDING 
STRAPS—HOOKS—ESCUTCHEONS 
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No. 76 


ALL CUTS REDUCED SIZE 


THE BRAINERD LINE 





No. 474 
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Orders Promptly Filled 


PULLS—BRACKETS—CARD HOLDERS 
LOCKS—HANDLES—MIRROR PLATES 
BOLTS—KEY CHECKS—FLUSH RINGS 
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MATT Hi wut i Hat ij 
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The Brainerd Mfg. Co. 


QUALITY—SERVICE 


CHICAGO OFFICE 








East Rochester, N. Y. 





No. 698 





207 Adams Express 
Bldg. 








‘Jhere's Money In 
ACME Atomizers 
and Hand Sprayers | 


a, 









7 7 Gf 

TRADE MARK Made in every Dyna 
i Practical 
Cc@n that whether they get 
YY pa crop or the pests get 
(GE Y it, depends on proper spray- 


we Y ing and dusting. Farmers 
OS it, simply must have atomizers 
A and sprayers, and for years 
they have known of the good qualities of the 
Acme line. 

Acme tools are made of substantial material, 
and are absolutely guaranteed. There’s a 
steady yearly demand for the Acme trade- 
marked line of atomizers, hand sprayers, dust- 
ers, powder guns, compressed air sprayers, etc. 


A Very Complete Line 
The line includes an extensive assortment of 
styles and prices, making it possible to please 
every customer in any locality. This year’s 
good yields and prices in crops requiring these 
§ \ tools, assure an urgent de- Compressed Air Sprayer 

A mand in 1924, Get ready. C 
Sold Only Through , 
Jobbers 
Send for Catalog 


The Acme line has never been 
sold through mail-order houses. 


INO The line is handled by jobbers & 


> throughout the country We gi 
> (! protect both dealer and jobber. & 
= 4S Dealers have the advantage EB 


of ordering a complete line from one house. 
Write for catalog and name of nearest jobber. — 


POTATO IMPLEMENT COMPANY 
. Dept. 11 Traverse City, Michigan 



































Townsend’s 
Wire Stretcher 


If you are not prepared to supply this 
stretcher to your trade you should look 
to your needs at once. Here is the orig- 
inal Townsend stretcher as made and 
sold for more than 30 years. It is the 
only successful and practical one-man 
woven wire stretcher made and is equally 
as practicable for plain, twisted or barbed 
wires. We are telling users about this 
tool in nine leading farm papers and you 


will surely have’calls for it. If your 
jobber hasn’t it, write us direct. 

F. J. TOWNSEND 
PAINTED POST ‘NEW YORK 











ment. 


Cabinet No. 606 Cabinet No. 605 Cabinet No. 602 


Cabinet No. 365 


“. Cc Mee 6 COC; UC 


Cabinet No. 322 Cabinet No. 309 











HOW TO BUILD AS YOU GROW 


With Heller Shelving it is not absolutely necessary to tear out all of your present shelving and install new mode ip- 
Install At This Time a small combination. After a few months when the additional odine from the firet ieateliedine 
warrant install one or more cabinets until your store is completely modernized with Heller's Hardware Shelving. 


Combination No. 122 shown here is thé logical Com- 
bination to install NOW. 


Size 23 feet, 5 inches long, 7 feet 1% inches high. 
Solid oak exposure, antique finish. 


EASY TO INSTALL, simply cut away enough of your 
present shelving so Combination No. 122 will fit In. 


It is not necessary to remove shelving higher than 7 
> a ie inches as this will rest on top of Combination 
0. , 


Change can be made after working hours with your 
regular sales force. 


No interruption in your business and no confusion, 
Write TODAY for complete specifications and Catalog 
No. 26-A. 


- MONTPELIER, OHIO 
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Be Sure That You 

Have Enough of 

These Sturdy Side- 
walk Cleaners 


aE ¥ 


~~ - 
-* is 


— 


If this Winter proves to be 
a real one, and it is highly 
probable that it will be, you'll 
have an unusually large num- 
ber of calls for good Sidewalk 
Cleaners, such as this Cronk 
Cleaner. If you run short, 
you'll lose many sales. Every 
time you say “I’m out of 
them,” you lose money, and 
you can’t be too sure that you 
can lay hands on an extra 
stock if you do run short. 
Order more Cronk Sidewalk 
Cleaners from your Jobber, 
and be absolutely sure you 
have enough to last through 
a hard Winter. 





GRO N K > aes 
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CRONK & CARRIER 


MANUFACTURING COMPANY 
Elmira & Montour Falls, N. Y. 





An ATHOL Grindstone 


No. 55 Power 
Grindstone 








pe tae oe 
trough— joints to 
eak. 3—d held tight. 

justable truing at- 





stones up to 42 

in. diameter, 6 
in. face. Weight 

478 lbs. In ordering 

state size of stone re- 

quired. 

No. 57 Power 
Grindstone 


Same as No. 55 only 
smaller and better for 
lighter work. Babbitt 
Bearings. Suitable for 
stones up to 30 in. 
diam 4 In. face. 
Weight 165 Ibs. In 
ordering state size of 
stone required. 


As good as an ATHOL Vise 


OU already know the unparalleled reputation of 
Athol Vises (perhaps you sell them). Here is an 
Athol Power Grindstone every bit as good as the 
best Athol Vise. 
It retails at a price not too high to discourage anyone 
purchasing it, and there are enough dollars in that sale 
price to satisfy you perfectly. 
No. 55 Model is for heavy duty, and No. 57 is for lighter 
work. Both are identical in design, operation and per- 
fection of service. Your Jobber will be glad to give 
you further details—if he can’t, we’ll be glad to. Catalog 
36C is yours on request. 


ATHOL MACHINE & FOUNDRY CO. 
ATHOL MASS. 
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Charcoal Tin 
Wash Boiler 


’ Made in 3 grades 

and 2 sizes. Ne. 9 

—13 x 11% x 22% 

7 in. No. 10—13 = 
12% x 23%. 


= High grade charcoal 
; tin dome tops of 
IXX tin, copper bot- 
tom. Red, white and 
blue lithographed 
label paper. 


Riveted handles with 
washers on each 
rivet. 


You can lek Proud 


to sell them 


Strengthen your assortment of household appli- 
ances, sell the well known and well establis 
Uncle Sam Wash Boilers. 


They're essentially high grade, are made in copper in 
two grades, in charcoal] tin with copper bottoms in 
three grades, in coke tin with copper bottoms in three 
es, and in galvanized models in one grade. The 
ve a record of unusually long service, and their 
white and blue wrapper makes their sale mostly a 
— of ringing up the cash and delivering them. 
Ween Jobber or write direct to.us about Uncle Sam 
Wash Boilers. 


STUBER & KUCK CO., Peoria, Iil. 


Manufacturers of Pieced Tinwear 











~Anchor Brand 
Clothes ae 








Best Every 


Wringers ne 
Made bee” ual 
e 
Made in dit- 
ferent styles: There is 
to fit every BOS wonderful 
kind of Laun- efficiency 
tub. using the cor- 
rect type of 
Wringer. 


All Dealers should have in stock ANCHOR 
BRAND Wringers to fit Round, Wood, or Iron 
Tubs, Square or Stationary Tubs, as well as 
Folding Bench Wringers. 


We solicit your orders, which will be 
shipped promptly 
Lovell Manufacturing Co. 
Erie, Pa. 


Largest Manufacturers of Clothes 
Wringers in the World 











17, 1924 
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meal in the 
open along 
the roadside, 
on the river 
or lake bank. 


HOW MANY 


in your trade 
territory g0 
auto-touring, 
hunting or 
fishing? 





OUTFIT ten one of them is an easily made 
buyer of 

includes a — 

oven, fry pan an 
broiler, that fold 
up separately and 
pack together in 

brown 


. 
. Convenient 
pas carrying in 
auto, canoe or 
boat. 
me ag Re mn 
° e t ma- Stock a few for the coming outdoors 
terial and will last season—Put them in your windows, or 





a lifetime. with your ——— goods or auto ac- 
Write for Circulars cessory stock, and you'll say they beat 
and Trade selling most of the merchandise you 


Discounts handle. 
We make a complete line of CAMP 
GRIDS, STOVES and UTENSILS 


UNITED STEEL & WIRE CO. 
30 Fonda Ave. BATTLE CREEK, MICHIGAN 




















They sell readily; 
satisfying always 


< 
\ 


because they are absolutely 
waterproof, flow freely, dry 
quickly and colors are true, 
dense and brilliant. 


DIETZGEN 
Drawing Inks 


are of a quality which mean 
frequent repeat orders for 
you and perfect satisfaction 
aN to your trade. 


> 


~~ 
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~S 
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QV . 
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\ 
\ 
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BAN Attractively put up in 


AN 3 02., 4 02., 14 pt., pint and 
SAN quart bottles. 


Prices and discounts on request 


EUGENE DIETZGEN CO. 


Right goods at right prices 
continuously since Year 1885 


a Y 


‘an 
Philadelphia Washington 





Factory: 
Francisco Chicago, Illinois 
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Size of Book, 7 x 10% inches 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen's calls. Every sales 
raanager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. 
$10.00, postpaid 


The most valuable mailing-list that it is possible to pro- 
cure anywhere at any price. 


HARDWARE AGE 


(Verified List Department) 
239 West Thirty-ninth St. New York, N. Y. 

















Chicago New York 
“QHIO” 


Shoe Lasts and Stands 






” 


MADE ABSOLUTELY 
OF I GUARANTEED 
SEMI-STEEL AGAINST 
screenees Grn” BREAKAGE 





F 





The lasts are lock bearing. One 
last is especially adapted for ladies’ 
pointed-toe shoes. 


Order the “Ohio” and you will have 
the most popular sets on the mar- 
ket. Write for prices. 


The Fate-Root-Heath Co. 
Plymouth, Ohio 
N. Y. Office, 90-92 West Bdw’y—D. N. Winner, Mgr. 
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F ine Precision Tools 


Two generations of metal workers 
have come to know Starrett Tools as 
the best they can buy. They're good 


tools to sell. 


Write for Catalog No. 22“A” and the Supplemen* 
describing the new Starrett Tools. 


THE L. S. STARRETT CO. 


The World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 


ATHOL, MASS. 
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Robertson “Horse Shoe Magnet Hammers” 


a high grade line with a good profit to dealers and 
jobbers. Catalogues and discounts on request. 
Silver Medal (Highest Offered) Panama-Pacific Exposition 
ARTHUR R. ROBERTSON, 144 Oliver St., Boston 





















ADJUSTABLE 
PIPE WRENCHES 


PATENT APPLIED FOR 


Made from Alloy Steel, heat treated 

The most durable Wrench on the 
Light in weight, can be used with one hand on 
Fully Guaranteed. Packed 12 to a 
Write for Discounts. 





“Keystone quality.” 

y our own process. 
market. 
pipe, nuts or studs. 
Carton. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 











The Paine Expansion | 
Shell is a D—n Good Shell. 


We Know It. 
Hundreds of sat- 








.. ® 
dhe 8 ¢ ished customers 
at. st:ey Prove it. You'll 
ae: : ies; never know it ‘til 
Rae SOR : 
misty you try it. The 


oN 
Pie Pe | 
, 


least expensive of 
all steel or malleable shells. Send 


for sample. 


“" The Paine Co, ** VAN SUREN ST. 
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Russell Jenning “4 

aa AugerBits (3 

Zee Customers << if 

| Profitable WY] / yy” 
Sales 


Our bits and braces have been accepted as standard by the 
finest woodworkers for over fifty years. Bits for every 
purpose—auger bits, dowel bits, car bits, machine bits, etc. 


Send for booklet. 


Russell Jennings Mig. Co. 
Chester, Conn. 


STAR 


HACK SAW 
Ce, BLADES 
y oN “with a reputation” 
Clemson Bros. Ine. 
FAlddletown, N. 3. 
































ROCK ISLAND PISTON VISE 





2% to 5” Piston Capacity 
Vises designed to meet the requirements of every service 
for which a VISE is used in wood or metal working. Write 
for complete catalog Vises and Hardware. 
ROCK ISLAND MFG. CO. 
ROCK ISLAND, ILLINOIS 
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TRADE MARK 


HEED 


STOP 


Replenish 
Your 


Stock 


BOMMER 


SPRING HINCES 


ARE THEBES 


Your dealer handles them, get 
New Catalog 47, you need it. 
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BOMMER SPRING HINGE COMPANY 
BROOKLYN, N. Y. 


Manufacturers 


HARDWARE AGE 
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Rubber Chair Tips 


of six different styles and sixteen dif- 
ferent sizes in a neat showcase display 
box. They prevent injury to the 
floors and muffle noise without leav- 
ing a mark, 

Our Catalogue shows our complete 
line of rubber specialties with prices. 
Send for it. 


Elastic Tip Co. 


370 Atlantic Ave. Boston 

















You Can Sell More “Direct” 
Water Systems 

















We'll Show You How 


We will show any dealer who appreciates the enor- 
mous possibilities of the water system field just 
how he can make more money selling the Mil- 
waukee Air Power Water System that delivers 
water direct from the well. 

We don’t simply turn over a system to you and 
expect you to do the rest. Ne give the livest 
kind of sales support. Big national advertising, 
live leads and close factory co-operation. 

This with a system that is far superior to any- 
thing on the market and is nationally advertised 
on a large scale, spells only one thing for dealers— 
bigger profits. Cash in on the wonderful satisfac- 
tion the Milwaukee Air Power gives. Write for 
complete information. 


MILWAUKEE AIR POWER PUMP CO. 
48 Keefe Avenue Milwaukee, Wis. 
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WATE it SYSTEM 


DIRECT FROM THE WELL ia 














The tray 
prevents drip- 
ping and pro- 
vides a cover 
when in the 











sink 
Hardware 
Dealers 
Now Specify 
Order thru 99 Made in 
your jobber 66 C & D aluminum 
or inquire and white 
direct ONLY Japan enamel 


With most hardware deal- 
ers there is but one name 
i to remember when order- 
Side line men |] ing sink strainers. It is 


wanted the 
C & D Sanitary 
Sink Strainer 


Another _in- 
terest-« 
ing hardware 
item: The 


Always salable. Made on » An > oe 
a sound principle and Props. Ask 


soundly constructed _ to ue 
assure satisfaction. 











HARDWARE AND HOUSEHOLD 
SPECIALTIES 

2546 Prospect Avenue 
| Cleveland, O. 
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OUR LARGEST SELLER 


DETROIT 
TORCH: 


diidididlitdiind 


se 





Capacity 1 Qt. Net weight 3% lbs. 
Every user has had more or less 
trouble with torches. The idea of the 
Detroit torch is to overcome these 
common defects and provide better 
and longer service. 


The Detroit Torch 


is built especially strong and rein- 
forced at points that are usually weak 
in the ordinary torch. Wire handle 
and valve wheel are always cool. 


Your Jobber will supply you. 


Detroit Torch & Mfg. Co., Detroit, Mich. 


= New York Office: 45 Warren St. 


Atlanta, Ga.: A. H. Deveney & Co., 720 Fourth Nat. Bank Bldg. 
Cleveland Ohio: Apple-Fried Sales Co., 10017 St. Clair Ave. 


Every Ford Owner NEEDS THIS 
WRENCH IN HIS TOOL KIT 


When spark plugs are 
rusted in, it takes a good 
wrench to remove Een. 
We will guarantee our 
3620 to do this trick. 







The 3620 can be need oa 
cylinder head bolts and 
will get the two under 
the dash. You can use 
it on water connections 
and other parts 


Show this number 3620 to every Ford owner, 
it will make sales, show you a good profit 
and be a fast seller. 


WALDEN-WORCESTER 


Incorporated 
WORCESTER, MASSACHUSETTS 




















Many Good Points 





No. 22 Fire Pot 
Ask for latest price. 


No. 22 Coil Fire Pot has all of the 
latest improved features. Drawn steel 


* Tank tinned inside and out. Powerful, 


quick acting pump. Large funnel with 
dust proof cap. Patented three piece 
coil cup which can be removed by un- 
screwing three large nuts, exposing 
the burner and coil. Built for quick 
work and hard service. Jobbers sup- 
ply at factory prices. Catalogue 
mailed upon request. 


CLAYTON & LAMBERT MFG. CO. 


10619 Knodell Ave. 
DETROIT, MICH., U. S. A. 








PUMPS 


A Type for Every Service 


THE GOULDS MANUFACTURING COMPANY 
Seneca Falls, N. Y. 























TACKS 


ALL KINDS 


as 


TOWER MFG. CO. 


MADISON, INDIANA 


CINCINNATI, OHIO 
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an The Standard 


PUTNAM 
Rolling Ladder 


Putnam Rolling Ladders are 
the standard store equip- 
ment. We carry all stand- 
ard styles and sizes in stock 
for immediate shipment. 


Write for prices. 
Putnam & Co., Inc. 


132 Howard St. 
New York City 





















Improved {ee 4 NS Ss x 150 
Style “L” raya —_(10e phts. 
Oak (eA Sell for $15. 
Counter aN ls Cost 10 
Cabinet ee a or ae $5 
5x15x 1324 Zales . 
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MOORE PUSH-PINS 


Gless Heede—Stod Potnts 
MOORE PUSH-LESS HANGERS 










“The ag — the Twist” ae 
fo *‘Hang Things”’ n 2, offices scheels 
a Your Jebber or direct. 
MOORE PUSH-PIN CO. (Wayne Junction) Philedelphis 
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Settee see eeties 


<I all profes- 

Jeera sional barbers, as 

ee well as many home users, 

find complete satisfaction in Koken Razor 

Strops. A profitable line of ready sellers 
listed in our catalog. Write for it. 
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Koken Companies, St. Louis, U.S.A. 
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Seen 
Electrical, rope, 
barbed, plain, nails, 
tacks, spikes, bale- 
ties, hoops, springs, 


netting, wire fences, 
steel posts, steel gates, trolley wire, rail bonds, 
flat wire (strip steel), piano wire, horse shoes, 
round and odd-shape wire, screw stock, con- 
crete reinforcement. Aerial tramways. 


Illustrated books describing uses, FREE 


AmericanSteel& Wire 


Chicago—New York Company 






























. “LENOX” 
m HACK SAWS-—-BAND SAWS 













AMERICAN SAW & MFG. CO. 
SPRINGFIELD, MASS, U.S.A. 
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When Buying Sole Leather 


consider the 
protection afforded you by the 


ALLEN 
YELLOW LABEL 


It guarantees the Quality. 


ALLEN’S SOLE STRIPS 


Made from real bark-tanned selected hides. 





THE STANDARD OF COMPARISON FOR OVER 
30 YEA 


MANUFACTURED BY 


N. R. ALLEN’S SONS CO. 


KENOSHA, WIS. 




















L 


HARD FIBRE; 


Spaulding Fibre Co. Inc., Tonawanda, N. Y. 











BURNLEY 


T he Soldering 
Paste that has 


ge rm satisfied cus- 
B eh gz Y tomers for over 


23 years. 








Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 

















CUSHION| 
TIRE 


STORE LADDERS 


Insure perfect shelf service for any line of mer- 
chandise. Deep tread steps, properly spaced, with 
convenient full length handholds on both sides of 
ladder permit mounting or descending with ease. 
Both hands free to remove or replace stock without 
danger of falling. Cushioned Tired Trolley and , 













4 
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ruck Wheels eliminate noise and prevent vibra- 
tion. Erection as simple as A, B, C. Utilize 
small space. Make top shelves safely 
available for stock purposes. One 
style—neat of design—nicely 
wm finished—any height ceil- 

- ing. Thousands in 
use. Circular on 
request, 
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Manufactured by 


E. T. RUGG & COMPANY 


NEWARK, OHIO 
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Osborne High Grade Punches 








Besides Punches Our Line Includes: 


A varied and attractive line for the Hardware Trade. Also: Leather Workers’, Trimmers’ 
and Upholsterers’ and Plumbers’ Tools of superior quality. 

The above tools will please your customers as well as our famous Round and Oval Pwaches. 

Remember we have had 94 years of successful manufacturing experience, employ only 
skilled workmen and use the finest quality of materiais in making our products. 

We stand back of every tool we make, Try us. Write for Catalog and Prices. 


C. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








“Invisible” — 
yet Profitable 


Their invisibility, and the flush doors, 
clean lines and smooth fittings they 
produce make Soss Invisible Hinges 
greatly liked by cabinet makers, furn- 
iture manufacturers, builders and car- 
penters, to whom you can profitably sell 
many. 

A style and size for most requirements. 
Spec.al finishes on request. A sample 
hinge and full information is yours for 
the writing. 


SOSS MFG. CO. 
775 Bergen St., Brooklyn, N. Y. 


INVISIBLE 
HINGES 




















Radio & Electrical Supplies 


wry Alter’s “POCKET- 
ma BOOK” is a net price, monthly 
wacatalog containing hundreds of 
radio-electric bargains. Sent 
free to dealers only. 


If you have a radio or electrical 
department, ask for the late is- 
sue of the “POCKETBOOK” 
and get on our list to receive a 
copy monthly. 
Since all prices in the 
“POCKETBOOK” are net to 
the dealer, use your business 
letterhead when writing for 
quick action. “The sooner you 


, 


write, the sooner you save.” 


HARRY ALTER & CO. 


Dept. 23 
Ogden & Carroll Aves. Chicago 














in Copper Utensils 


Sold through dealers for 30 years 


ROME MANUFACTURING CO. 











ROME, NEW YORK® 














N O matter what the volume of your paint busl- 
ness may be, there is a way to increase it or 
make it more profitable. The third issue of HARp- 
WARE AGE each month is a special paint number. 
Watch it for timely selling hints. 

















Lampe—A Complete Line 
CONSOLIDATED — 





_ — 
censed under the General I Biectric 
Company’s Incandescent Lamp patents. 


American C 


Incandescent C 
LAMP 
— Pn st. Mass. 


American Can Company 





Wrentham, Mass. 


TAPS 
Dies, Screw Plates 
WINTER BROS. CO. Sy 




















Isaac Church Expansion Bolt Co. 
East Norwalk, Conn, 





A ae 
* ‘Dusiex” 





The “Perfect” Pat. Fed. 28, , 








Leaders in Expansion Bolt Designs for 35 





'SILVER LAKE| 


Toate SASH CORD 
Designs ¢ NET WEIGHTS FULL LENGTHS 


Silver Lake Co., Newtonville, Mass. 


“They Have a 


Bull Dog-Grip”’ —_ 


Manufactured by 
U.S. Clothes Pin Co., Montpelier, Vt. 





7 Sales Dept. 
1015 Union Bank Bldg. Pittsburgh, Pa. 

















TACKS 


GEO. BAKER & SONS 
BROCKTON, MASS. 





| The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Masse. 





| LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 














Freight Elevators 
and Dumbwaiters 


Energy Elevator Company 


214 New St. Philadelphia, Pa. 








J. L. THOMPSON MFG CO. 
Waltham, Mass. 


Write for 
our catalog Tubular and Bifurcated 





Easily first in the manufacture of 
effective tools for stone-working. 
Send for our catalogue—FREE. 
TROW & HOLDEN CO 


R I V E T S a Barre Venpent 




















Economy 
Hose Attachments 


For connecting h 
faucets. Slips on and off 
Economy Mfg. Co 
350 Germantown Ave. 
Philadel , Pa. 











BALE TIES 


ose to emeoth Best Made—Prompt Shipment 
Baur Bale Tie Co. 


INDIANAPOLIS, IND. 


~— Ae 


-— since 1813. Axes simee 1886. 


RIXF OR oe Maheate,Ve. 














GENUINE MARTY TRAPS 
2,000,000 Sold 
Burditt & 
Williams Co. 


Sole Importere 
Boston, Mass. 







and 








ELEVATORS 


and Dumbwaiters 

Store or Warehouse. 

Write for particulars. State your 

——— as to size, capacity 
ift. 


for House, 


The SIDNEY ELEVATOR Mfg.Co. 
Sidney, Ohio 


PRESSURE COOKERS 
a SELFSEAL 
implest and Best 
9 qt. sie. 50 15 qt.—$20.00 
12 qt.— 17.50  f.0o.b. Jamaica 
COMPLETE--NO EXTRAS 
TAberal diecount to trade. 
SELFSEAL PRESSURE 
COOKER CO. JAMAICA, N. Y. 
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SANSONE 


MANUFACTURERS OF rae : 


HARDWARE AGE 


IAGE\ WORKS | 
~ SASH CORD, CLOTHES 
LINES, nd 





You and your workmen will 
like ’em, 
Have you our catalog? 


1000 Sires J. H. WILLIAMS & CO. 
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DEALERS WANTED EVERYWHERE Iron Fence, Gates 


Lawn Vases 
Settees 
General Iron 
and Wire Work 
CHAIN-LINK 
WIRE FENCE 
Ask for Catalog 





I (ata I 
et 


































































THE STEWART IRON WORKS CO., Inc., 225 Stewart Block, Cincinnati, O. 
Plain or enameled in 


STRATTO fe 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
STRATTON MFG. CO., Stratton, Maine 











40 Styles Brooklyn Buffalo Chicago 
U. S. ; fh tema BOLTS 
A Type 
for 
Every Job 





U. S. MED step ena Boit Co., 139 Franklin St., New York 

















PARK, STALG GOODS 


COMPANY 


A. H, PARKER, Pres. and Treas, 
Bright Wire Goods 
Special Wire Goods 
Metal Stampings 


WORCESTER, MASS. 





28 Cherry St os 








BROWN & SHARPE 


MACHINISTS’ TOOLS 


The first choice of skilled mechanics for three generations 





BROWN & SHARPE am co. 
Providence, R. I., U. S. A. 











: WE PROTECT THE DEALER. 
[BS 





Ohio Triple Twist 
Wire Eaves Trough Hangers 


They'll outlast the house they’re put 
upon. Made in — galvanized or 
copper in 3, 3%, 4, 4%, 5, 6, 7, and 8 
in. sizes. Single’ or double head. 
Prices and samples upon request. 


Ohio Wire Products Company 


Dover 




















THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


PRIEST’S CLIPPERS 


have been the standard 
since 1865. Style shown 
our Shaver No. oo is a big 
seller fos home use. 























A guaranteed Tipless Line of qualit 
Tungsten, Nitrogen, Mill Type a Ball 
Lamps that gives wechute satisfaction. 


BEDFORD LAMP WORKS, INC. 
22 Hudson Street, New York City 














“Doc. Morelite SELL 
NITROCGON LAMPS Ki) 


Says: 


' : 
and Make More Profit 


NITROGON ELECTRIC CO. 


NE WAR K N. J 








1000 MILITARY RD., | BUFFALO, N. ¥. a 
SATELLITE] {BROOKS 
Incandescent Lamps Bright Iron and Brass Wire 





Goods. Special Wire Goods 
made to order. 

















UNIVERSAL 
BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 





M. S. BROOKS & SONS 
CHESTER, CONN. 
The best tackle * 
. brings the best cus- Pushing. Jachlo 
ann A the kind J dF; 
Sy ed Re hag 


you are not already 
handling this ion g- 


ized lead i ; 
se fishing tackle ABBEY & IMBRIE 





Established 
1820 send at once for a cat- Diwteton of Baker, Murray 4 Imbrte 


alog. Identification as 
dealer in fishing tackle essential. 


97 Chambers St., New York 











Tested and Approved 


The Hill Champion Clothes Dryer has 

been tested and approved by Good House- 

keeping Institute 

Plant. Advertised nationally. 

HILL CLOTHES DRYER CO. 
39 CENTRAL ST., Worcester, Mass. 
———- Metropolitan — 


erm ornhrens \ 
111 saanuey St., New ayy City 




















HARDWARE AGE 


Oppo unity Exchange 
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RATES 


Box Display: $5.00 for 


Discount for ‘ jneortione 15% Discount for 8 insertions 


$3.00 for minimum of 50 words—é6c for each additional word 
$4.00 for winieonm of 50 words—Sc for each additional word 


.00 for each additional inch 


10% 
Positions Wanted Advertisements—50%, off the above rates 











Business Opportunities 


Business Opportunities 


Positions Wanted 


Positions Wanted 








Hardware, Trunk 
and Leather Goods 
Business 
in Buffalo, N. Y. 


Established twenty-five years, lo- 
cated on busy corner two blocks 
from New York ntral Depot, 
in retail district doing business of 
$50,000 annually on cash basis 
with a net return of 33% on in- 
vestment. Present stock of mer- 
chandise is high class and long 
experience with trade promises 
quick turnover; large double win- 
dow space allows attractive dis- 


play. Nearest similar store 
several blocks distant, therefore 
little competition. Long lease. 


Illness forces owner to dispose 
of business at once. Immediate 
possession. Price $22,000 with 
one half cash payment, balance 
attractive terms to responsible 
perty, complete details. Business 
epartment, Harrison Real Estate 
Corporation, 15 West Eagle Street, 
Buffalo, New York. 














PARTNER WANTED—Man who 
is in position to invest $5,000 in 
going business handling hardware 
and John Deere implements. Town 
of 1200 located in Eastern Oregon. 
Future prospects for growth in busi- 
ness cannot be surpassed. Full in- 
formation to interested parties. Ad- 
dress Box F-952, care HARDWARE 
Ace, New York. 





FOR SALE—Retiring from busi- 
ness. Hardware and housefurnish- 
ing store on main street of small 
town, twenty-six miles from New 
York. Good location, rapidly grow- 
ing neighborhood; cash trade. A 
fine opportunity for investment of 
capital. Address Box F-954, care 
Harpware Ace, New York. 





Machinery For Sale—One Roving 


Twister; one No. 3 Braider Square; 
one 36 Bobbin Rhode Island 


Braider, brand new; two glass fus- 
ing machines; three large lubricat- 
ing tanks. Will be sold at a bar- 
gain. STRONG MACHINERY & 
SUPPLY CO., 292 Church St., 
New York City. 





For Sale—A prosperous general 
hardware business in thriving little 
city of 2,400 in one of the very best 
dairy and fruit sections of  west- 
central Michigan. Exceptionally 
clean up-to-date stock inventorying 
about $16,500. Price $15,000 cash. 
Excellent two story 44 x 100 foot 
brick building, full basement, steam 
heat, leased for three years, and can 
be bought reasonably. Address 





O. L. Bristol, 315 East Dayton St., 
Fremont, Mich. 
For Sale: Up-to-date hardware, 


housefurnishings and paint. store. 
Located in heart of business section 
near Newark, N. J: Doing excel- 
lent business. Good clean stock and 
fixtures. Large store with good dry 
cellar. Must sell owing to sickness. 
Inventory, $9,500. Address Box 
F-974, care Harpware Ace, New 
York. 





FOR SALE—GENERAL HARD- 
WARE BUSINESS in a rapidly 
growing manufacturing city of 120,- 
000 population; is located in exact 
center of retail district and was 
founded in 1872; clean, well bal- 
anced stock and up-to-date fixtures; 
sales 90% cash; stock wit! run about 
$40,000: owing to age and long ill- 
ness offer exceptional opportunity; 
no agents. Make me cash offer after 
poe ns Jos. + Scott, 29 Oak 
Lane renton, N. 





For Sale—My half interest in a 
hardware and furniture store. Well 
established. Doing good business. 
Ninety miles from St. Paul in cen. 
tral A sendy Reason for sell- 
ing, wish to retire. Address Box 
F-961, care Harpware AcE, New 
York. 





TYPEWRITERS—AIl makes of 
slightly used machines, $20 up. Easy 
monthly payments if wanted. Free 


trial. Express prepaid. Guaranteed 
two years. Write today for price 
list. Payne Company, Department 


282, Rosedale Station, Kansas City, 
Kansas. 


Experienced retail hardware man 
desires position with live retail hard- 
ware dealer located in Cleveland or 
suburbs or nearby town. Has had 
seven years’ experience with whole- 
sale hardware firm. Address Box, 
J. R. Cleveland office, HARDWARE 
nce, 538 Guardian Bldg., Cleveland, 

i0. 





‘Wanted: Position as manager, 
buyer, or assistant to owner of live, 
progressive hardware store, where 
ability, hard work and initiative are 
desired and where future is assured. 
Eighteen years’ experience, four as 
manager of store. Locate anywhere. 
Address Box F-972, care HARDWARE 
Ace, New York. 





Would like to hear from Factory 
having position open to represent in 
South and Southwest. 15 years on 
the road. Well known with the 
wholesale and retail hardware trade, 
can give reference. Address Box 
You care HarpDWARE AGE, ew 

ork. 








FOR SALE: 12 blade, late model, 
ODELL Safety Razor Sharpener. 
10 extra blade holders. Machine in 
perfect condition. Owner has other 
interests that take up his time. 
Cost $377.00. The first et: 
cash takes it. Harry C. Hill, 617 
West 2nd Street, Hazelton, Pa. 


Help Wanted 


Wanted—A Pittsburgh Hardware 
Firm has an opening for a young 
man with some hardware experience, 
to assist in keeping stock records 
and help in preparing price lists. 
State age and experience in this par- 
ticular line. Address Box F-970, 


care Harpware Ace, New York. 











Salesman: An up-to-date hard- 
ware concern is now ready to engage 
in and outside salesmen, thorough in 
the builders’ hardware, factory and 
mill supplies, paints, plumbing, fit- 
tings and mechanics tools; must be 
sober, ambitious and have first class 
references: none but first class men 
need apply. Address Box F-973, 
care Harpware Acer, New York. 





Positions Wanted 





Married man, age 35, with 15 
years’ experience in hardware lines, 
desires position as salesman, wth 


covering Missouri 
Address Box 


relable concern, 
and Southern Illinois. 





F-969, care Harpware AcE, New 
York. 

Salesman, age 30, married, four 
years’ experience as salesmanager 
covering jobbing, retail and direct- 
to-consumer fields. Competent of 
assuming _ responsibility.’ Possess 


pleasing personality and enthusiasm; 
seeks connection with reliable house 
desiring dignified and profitable rep- 
resentation in Connecticut or all 


New England. Reside New Haven, 
Conn. Available now. Address 
Box F-971, care Harpware AGE, 
New York. 


BUYER: Executive ability, would 
also consider managing sales or com- 
piling catalog. Twenty years’ whole- 
sale and retail hardware experience, 


all lines. Good habits. Address 
Box F-980, care HarpwareE AGE, 
New York. 


ADVERTISER, 33 years old, ex- 
cellent experience hardware trade 
in ~two countries, manufacturing, 
traveling, advertising, sales. _ Eight 
years successful business manage- 
ment. Seeks executive position of- 
fering scope for_ initiative, apllity 
and promotion, Not afraid of di 


ficulties, Appointment any country 
considered. eferencés and further 
particulars. Address Box _ F-975, 


care Harpware Ace, New York. 





Experienced Builders’ Hardware 
man of good personality and with . 
best of references wants position 
with jobber or retail store where 
ability, hard work and initiative are 
desired. Several years’ experience 
in specification, plan and detail work 
and in calling on architects and con- 
tractors. Thirty-six years old and 
married. Address Box F-976, care 
HARDWARE AGE, New York. 








thirty-six years old 
Sixteen years’ 
Have man- 


American, 
Technical education. 
hardware experience. 
aged own business, been head of 
builders’ hardware, tools, sporting 
goods, household, paints, newspaper 
publicity, windows, etc. Six years 
clerical training. Two years selling 
mill supplies on road. Want posi- 
tion in hardware or kindred lines. 
Correspondence’ desired. Address 
ox F-978, care HArpware AGE, 
New York. 








our two 


representatives.” 


Hardwa 
ties, 


Hardware Age Classified Advertise- 
ments Bring Results. 


“We are Hit 4 pleased with the number of replies received from 
: placed in your publication. 
“We think that this is a very satisfactory manner of securing 


e salesmen watch these columns for business opportuni- 
ell them about it when you want live sales representatives. 


SANFORD BAT CO. 
Sanrorp, MAINE 














Says this advertiser,— 


“We are pleased to advise that we have succeeded ; 
in getting compilers from the advertisement we 
ran in. your publication, and we give it as our 
opinion that for anything connected with the hard- 
ware business, HARDWARE AGE is, 
the best medium for advertising.”—J. H 
& Sons Co., Milwaukee. 


It pays to use the Opportunity Exchange. 


a a doubt, 
. Yewdale 











agents as a result.” 





*““Have secured agents as result of | 
classified advertisement.” | 


Mr. Monroe Sunshine of Sunshine-Jasper Co., New York, sa 
“We received nine replies from our advertisement for agents 
our Sunshine Radiant Gas Heater and we have secured semen 


Use the Harpware Ace Opportunity Exchange to reach anyone 
connected with the hardware a It ‘ 


t pays. 
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INDEX TO ADVERTISERS 





THE ADVERTISERS’ INDEX is 


published as a convenience and not as a part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 





A 

pee ee 9 
Ace Hardware Mfg. Corp..... 86 
Alaska Freezer Co............ 37 
Seen. Ten Gils “See nc co cess 94 
Allen’s Sons Co., N. R....... 117 
PAS es ees 98 
Alter, Harry & Co. ...ccssec 118 
American Can Co......ceeeees 118 
American Chain Co............ 27 
American Pad "& Textile Co... 31 
American Pulley Co..........+ . 95 
American Ring Co............ 103 
American Saw & Mfg. Co..... 117 
American Screw Co........... 93 
American Shearer Mfg. Co..... 119 
American Sheet & Tin Plate -, 14 
American Steel & Wire Co. 17 
American Stove Co...........- 


American Wire Fabr'cs Corp.. 10 
Arcade Mfg. Co 84 
Armstrong Mfg. Co........... 
Athol Machine ex Foundry Co..112 
Atkins & Co., E. C 


B 
es a a Aer 105 
Baker & Sons, Geo........... 118 
meme Wake Tie GOs sees cc ccs 118 
nn a phe adnene 89 
Bedford Lamp Wks..........- 119 
Bommer Spring Hinge Co., The.115 
— Woven Hose & Rubber 
i. - Ceeekibeneeeewes beaee ee 
Brainerd "Mfg. ‘Cor ay ee aos 111 
a mpest a .. Freres y 102 
Broo a= 3 Sea 119 
eon Py Sharpe Mite, Cis cece 119 
Buckeye-Prima Co. ......se00. 103 
Burditt & Williams Co......... 118 
Burnley Batt. & Mfg. Co......117 
Cc 
—_ Ss ee a er rer 115 
Carborumdum Ce. ..cccowessee 87 
Carpenter, J. M., Tap & Die Co. — 
as Se Pare 
Chatillon” & OMe, JERR. oc cces '35 
Ce MP Ce seeeedes 4 
Chicago Spring Hinge Co...... 107 
Church Expansion Bolt Co., 
Ne ey Pr ere a 
Clayton & Lambert Mfg. Co...116 
Coe: De Bs ocsbcccaees 114 
Ca See CIR cb nudeceeuve 8 
Columbian Rope Co........... 29 
Consolidated Elec. Lamp Co...118 





Continental Wood Screw Co..107 
Corbin Screw Corp............. 
Crogan a es rd sans alee 92 
Cronk & Carrier ee, sé se 112 
D r 
Dayton Toy & Spec. Co....... 110 
Detroit Torch Mfg. Co........ 116 
Devoe & Raynolds Co., Inc. 2! 
Diamond Saw & Stpg. Works. 106 
Diener Mfg. Co., Geo. 114 
Dietzgen Co., Eugene......... 113 
Disston and Sons, Inc., Henry. 1 
E 
Eagle-Picher Lead Co......... 22 
Economy Mfg. Co............. 118 
OOS See 115 
OO 2 ee 95 
Energy Elevator Co.......... 118 
F 
Fate-Root-Heath Co. .......... 


Fowler & Un‘on Horse Nail Co. 19 
SU. UL eer 


ee ee oe Se 4, Aer 100 


Fraim-Slaymaker Hdwe. Co., Inc. 38 
G 
Gifford-Wood Co. ............ ue 
OS ECT CTC 
ew wend 116 
Greenfield Tap eg Die Corp.... 11 
eS ee as ncbee 6 101 
Griswold Mig. <_< ae 91 
H 
eee ee CO i Coc cewectews 111 
Hill Clothes Dryer Co........ 119 
Hooven & Allison Co......... 17 
i 
Independent Lock Co......... 109 
Indiana Steel & Wire Co..... - 
International Silver Co........ 
Ives Mfg. Co., Sind this dave 88 
Jennings Mfg. Co., R......... 114 
K 
RE SE eae 98 
Keuffel as awd on 106 
Keystone Mfg. Co..... a areig tie f 114 
OS RO ee 109 
Koken Conipanies, Inc........ 116 


L 
3 Es “ee ae 112 
Ludlow Saylor Wire Co....... 101 

M 
McKinney Mfg. Co........... 81 
Martin’ Varetem Co......cccee 26 
Mayes Bros. a ee i 
eM En bc ca vevsveee 11 
Milwaukee Air Power Pump Co. 18 
Milwaukee Brush Mfg. Co..... 109 
Monarch Metal Products Co. .107 
Moore & Co., Benjamin....... 20 
Moore Push Pin Co.......... ees 
Murphy Varnish Co......... 
Myers & Bro., F. E........ i62. ai? 

N 
National Carbon Co., Inc..... 100 
sational <i 44 

= GD Ds cco wes 0 18 

i 0 SS ee 119 
North Bros. Mfg. Co......... 109 

O 
Ohio Wire Products Co....... 119 
Oliver Iron & Steel Co......... 107 
S| Bo SS ot See 118 
Se TE EA i bsneoweceeves 

Pp 
ree Ge ok cca dewewans 114 
Parker Metal Goods Co....... 119 
Peerless Level & Tool Co...... 104 
Pe) a So err 16 
Plymouth Cordage Co......... 30 
Potato Implement Co.......... 111 
Progressive Mfg. Co........... 104 
Progress Paint Mfg. Co........ 108 
ja tal > aa Serene 116 
 ceee Ces ce dawscdccees 40 

R 
OS ES er 108 
Remington Arms Co., Inc..... 39 
Revere Rubber Co............. 99 
Richards-Wilcox Mfg. Co...... 83 
Se Osc gue en ene 118 
Robertson, Arthur R......... 114 
Rock Island A oe 114 
OT REN rr 118 
meee ] Treg Wile ss cccccccen 104 
SS Re a ee Seer 117 


S 
mee Be, EMR. . ccacccccce 110 
Samson Cordage Works....... 119 
"") (oo Sa aes 15 
Save the Surface Campaign.... 19 


Selfseal Pressure Cooker Co.... 118 






Sherer-Gillett Co. ........cecs 85 
Sidney Elev. Mfg. Co.......... 118 
ES SS ae Sere 118 
I 118 
Fibre Co., Inc...... 117 

Crayon Mfg. Co..... 118 
ae 110 

SE SS Mee ee 114 
Wheelbarrow Co...... 123 

Stewart Iron Works Co., Inc..119 
Se “a: Saas 119 
Stuber & Kuck Co............ 112 


T 


Thompson Mfg. Co., we L..118 
l 


orrey Razor Co., 7 kee we 18 
po EE + “ane 16 
- A aE aie 111 
Trimont Mfg. i saat 94 
arow @ Hrolden Co....ccccces 118 
Tubular Rivet & Stud Co...... 96 

U 
Union Hardware Co........... 13 
U. = ee oe ee 118 
a. oe mem, Balt Ca. ...ccscs 119 
United Steel & Wire Co., Inc..113 
Universal Industrial Corp Wateies 105 
V 
le 23 


Vaughan & Bushnell Mfg. Co. 3 
Vollrath Co. 33 


Walden-Worcester Co., — 
Walworth Mfg. Co........... 12 
D e*eeeeeeeeeee 99 


Warren Co., J. D. 
Wausau Abrasives Co.......e02 42 


Whiting-Adams Co. ........... 108 
CP SM. .. ccwavcaescee aa 
Wickwire Spencer Steel Corp.. 12 
st ae. ea 119 
i i Me, ccs eeteces 118 
2 EE eee h 
Wooster Brush Co.........:.12 


Wright Steel & Wire Co., G. F. 10 





Sales Accounts Wanted 


Sales Accounts Wanted 








AGENCY WANTED — We 
are in the market for a good 
agency. Must be a first class 
concern with first class goods 
with merit that fill a more or 
less universal need. New York, 
New Jersey and the New Eng- 
land States. Hyfield Mfg. Co., 
292 Church St., New York City. 














_- 


Am opening sales headquarters in 
Portland, Oregon. Desire to com- 
municate with manufacturers of 
different hardware line who desire 
representation in Pacific -Coast 
States. Experienced hardware man 
who knows retail business in North- 
west in charge. Address Box F-953, 
care Harpware Ace, New York. 





MANUFACTURERS AGENT 
wants commission line for Illinois 
retail hardware trade. I personally 
call on the trade in a machine over 
the greater portion of Illinois, mak- 
ing all small towns. Have two very 
short high class items on commis- 
sion to old established trade in al- 
most every town. Earnings are 
large, reputation the best, present 
companies for reference. Can de- 
liver you volume business and 
square deal service if you have a 
quality product. Box 235, Peoria, 
Illinois. 








Responsible selling organiza- 
tion invites correspondence from 


manufacturers of tools, hard- 
ware specialties, similar lines, 
desiring representation on the 


Pacific Coast. Competent also 
to take care of National or In- 
ternational distribution of 
Specific lines. Exclusive repre- 
sentation only considered. ef- 
erences exchanged. Address Box 
4, care Harpware Ace, 320 
— Street, San Francisco 
al, 














General hardware and specialty 
salesman with fifteen years’ succes- 
ful road experience in Michigan de- 
sires connection with manufacturers 
of reliable hardware, sporting goods, 








furniture, housefurnishings, auto 
accessories, or electrical lines on 
commission basis. Address Box 
F-962, care Harpware Ace, New 
York. 

WANTED—One or two strong 


lines of merit that will repeat and 
a fair volume of business secured 
for the hardware, implement or de- 
partment store trade for New York 
State and Pennsylvania. Commis- 
sion basis. Established trade of 
years’ standigig, aggressive represen- 
tation, fully responsible. Address 
Box F-956, care Harpware AGE. 
New York. 


Sales Representatives 
Wanted 


Sales Representatives 
Wanted 





The Indiana 
Corporation, Elkart, Indiana, man- 
pfacturers of Aluminum cooking 


utensils, want a good live wire sales- 
man to carry their line exclusively 
and also six good side line salesmen 
—good territory and the right man 
can make bie money. Must have 
close association with hardware, de- 
partment and furniture stores. Onlv 
exnerienced salesman considered. 

fe also manufacture two styles of 
Flectrical percolators and prices are 
right. Applications strictly confi. 
dential—give experience and refer 
ences in first letter and state whethe: 
apnlving for exclusive or side line. 
Address Pox F-914, care Harpware 
Ace, New York. 


Established manufacturer wants 
salesmen calling on hardware, house- 
furnishing and auto accessory trade, 
to handle new items as side line. 
Goods are high grade and something 
needed by everyone. Liberal com- 
mission, protected territory. State 
lines now handled and territory cov- 














ered, Address Box F-955, care 
Harpware Acre, New York. 
SALESMEN desiring an_ excel- 


lent side line for the hardware and 
departrrent store trade, secure our 
pronosition to sell our popular line 
of labor saving Magic Weeder Hoes. 
Give full narticulars as to ave, ex- 


perience, line now sold, extent of 
territorv covered, etc. Reichard 
Mfg. Co., Bangor, Pa. 


Aluminum Ware 





Wanted: A few salesmen calling 
on the retail hardware trade in the 
Middle West and Pacific Coast, also 
Southern States, to sell on commis- 
sion, a line of three or four spe- 
cialties. Desire men that are not 
now handling too many lines. Ad- 
dress stating terms with references. 
Address Box F-977, care HarpWARE 
Acre, New York. 


SIDELINE SALESMEN—If you 
are now covering the hardware trade, 
and have a following, we can offer 
you an excellent proposition selling 
our SKAT Hand Soap and Metal 
Polish. Extremely liberal commis- 
sions, ive reference and full par- 
ticulars as to trade and territory 
you cover. The Skat Company, 
Hartford, Conn. : 








Salesman wanted to sell on com- 
mission complete line of Hardware 
and Tools in New York City and 
surrounding towns. One familiar 
with the Metropolitan Trade. Give 
complete information as to experi- 
ence, commission expected and ref- 
erences. All information will be 
held strictly confidential. Address 
General anager, Drawer 1458, 
Hartford, Conn. 
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The buying information in 
Hardware Buyers Catalog is 
helpful and always available 


‘lhe condensed catalogs which 
leading manufacturers are inserting’ 
in: Hardware Buyers Catalog & 
Directory enable you to keep 
complete buying information on 
these lines right on your desk. 
You know where it is, and you 
can consult it in a second. Look 
in the Green Book first—it will 
save you time and trouble. 


Hardware Buyers Catalog 
& Directory 


239 West 39th Street, New York City 
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Sterting teg bracesare riveted . 
e Sale Made Through a Sale 


That repeat order, or the sale which 
is made through the recommendation 
of one user to a friend —that ts the 
sale we are all looking for, as tt carries 
with it a profit without sales expense. 
Furthermore it gives us pride uv the? 
goods wehandle and confidence in’ 
our business policies - 


One Sterlin g Sale Brings Another 


Not only do Sterling (heelbarrows have’ 


a thoroughbred appearance, but they also 
outlast and wheel easier than other barrows 
The harder ‘the service the bet- 
ter they show by comparison’ 
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Sterlin e, (Wheelbarrow (0. Kioarke. ern 


Boston, New York, Chicago, Cleveland, Detroit, St. Louts 
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OAKING in 
water will not 
burst the fer- 

rule off a Foss-Set 

Brush and the brush 

won't come apart — 
it can’t. 


Foss-Set is an inert chemical - 


setting totally unharmed by 
water, oil, gasoline, alcohol, 
turpentine or paint removers 
—the greatest modern ad- 
vance in brush making. 
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Soaking for a week in a 33 1/3 
per cent solution of nitric acid 
did not even touch the setting 
of a Foss-Set brush. 


Nothing that will not first 
destroy bristle will damage 
Foss-Set. Foss-Set will resist 
more than any other brush 
ever known! Foss-Set is a 
Wooster Brush—one of five 
thousand types and sizes. 
Your wholesaler will tell you. 


THE WoosTER Brusx Co. 


Since 1851~One Family 


One Idea-BetterBrushes WOOSTE, 


GUARANTEED USEIN ANYTHING 











